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Rough Proofs 


Charlie McCarthy’s best crack at 
the President’s birthday ball was 
that when he conversed with Mrs. 
Roosevelt, she talked about her day, 
and he talked about his nights. 
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Silvercup bakers say that, after 
all, pre-sliced bread lost freshness 
and flavor quickly, and was often 
too thick or too thin. And unfor- 
tunately for most of us, it still is. 
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Now that housewives are having 
to slice their own bread for the 
breakfast toast, one of the things 
you can count on not being able to 
get at the hardware store is a bread 
knife. 
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James L. Palmer, who used to 
teach advertising and marketing to 
aspiring youngsters in Chicago, has 
been elected first vice-president 
of Marshall Field & Co. His stuff 
must have been pretty good. 
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“Sometimes,” says “The Diary of 


WARTIME PLEA 


Promotion Aids 
Lined Up for 
Point Rationing 


National, Local 
Level Considered 
as March | Nears 


Washington, D. C., Feb. 18.— 
While members of the division of 
campaigns and other members of 
the Office of War Information staff 
went to New York to contact gro- 


_ TELLS TRUCK STORY 


(com THIS IS A 
MOTORIZED WAR! 


WAR PLANTS NEED TRUCK TRANSPORTATION 
AS DESPERATELY AS THE ARMY NEEDS... 


> 


an Ad Man,” “I think the best part 
of a farm is the time you don’t) 
spend there.” 

And a lot of farmers will agree! 
with him. 
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With gasoline rationed by the} 
OPA.” comments Puck—The Comic | 
Weekly, “entertainment will center | 
more and more in the home.” 

What ever became of that old 
crokinole set? 


vvwry 
} 
The Southern Pacific is inviting | 
business and professional men who 
live on its lines to pitch in and help 
out over the weekends as section 
hands. If they can’t swing a golf 
club, they are guaranteed an equally 
good work-out with a shovel. 
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Maybe a business man who has 
trouble understanding the viewpoint | 
of the hired help would like to ex-| 
perience the sensation of talking 
back to the foreman of a section | 
gang. | 
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Hickory Perma Lift promises to | 


lp you “control all those bother- | 
some bumps and bulges.” The| 
housemaid situation being what it| 
the average woman is getting 
enty of bumps but fewer bulges. | 


= = F¥ 


Jouble beds, but no twins, are in- 
led in Britain’s new line of “util- 
furniture. The program is guar- | 
‘ed to solve heating problems 
increase the baby crop. 
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Chey satisfy,” the old Chester-| 
| slogan, has been dropped in 
r of “The cigaret that gives| 
xers what they want.” Don’t! 
still want to be satisfied? 
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newspaper organization is look- | 

for an executive-type salesman 

| ability as a public speaker. The | 

ch he will undoubtedly be ex-| 

ed to deliver most frequently 
with, “Sign here, please.” 


vvry | 


George Washington had had 

constant advice and counsel of 
> WPB, the OPA, the WMC and 
e OWI, it’s entirely possible he| 
1 would have found time to cross 
e Delaware. 
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| visiting buyers 


| frank 
|answering the question, “What you 


With sub-zero temperatures registered 
in various parts of its New England mar- 
keting territory, Colonial Beacon Oil Co. 
placed this one-time advertisement with 
a strong emotional appeal to help hold 
down consumption of fuel oil and push 


conversion to coal. McCann-Erickson is 
the agency. (Story on Page 4.) 


‘Come Sell fo Us’ 
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ls Broadcast Cry 
of Western Chain 


Gamble Stores Issue 
Broadside Appeal 
for New Soft Lines 


By HAL BURNETT 


New York, Feb. 17.—Out of the 
West this week came graphic evi- 
dence that 1943 is a seller’s, not a 
buyer’s year 

The evidence is in the form of an 
eight-page, two-color brochure ad- 
dressed to eastern manufacturers, 
and asking them not to “buy,’’ but 
to “sell” to the fast-growing chain 


|aware of the importance and sig- 


| of Gamble and Western Auto Sup- 


ply stores, and their dealers in 24 
midwest and western states. 
Frankly seeking to augment their 
dwindling lines of automobile ac- 
cessories, refrigerators and sporting 
supplies with scit lines, cosmetics, | 
jewelry and other classifications, the | 
Gamble stores have opened a buying 
office at 200 Fifth Ave., New York. 


Invited to Call 


resident 


Here a manager and 
have broadcast an 
invitation to all sellers to call and | 
offer their available wares for dis- | 


tribution through the 513 company- 


|}owned retail stores, 1,487 authorized 


dealers, and 16 warehouse supply 
centers of the Gamble system. 
The booklet, prepared by the Min- 
neapolis office of Batten, Barton, 
Durstine & Osborn, opens with a 
“note to manufacturers” 


will want to know before selling to 
Gamble Stores.” 
The booklet has been prepared,)| 
according to the signed statement 
(Continued on Page 33) 


DIRECTORY OF FEATURES 


Ad-libbing 12 
Admen in the Armed Forces 21 
Canadian Magazine Linage 25 
Chain Stores Figures 30 
Diary of an Adman 26 
Earnings 18 
Editorials 12 
Farm Paper Linage 27 
Getting Personal 24 
Information for Advertisers. . 12 
Magazine Linage . 28 
Obituaries 32 
Photographic Review . 35 
Postwar Planning 23 
Private Lines . ° 33 
Rough Proofs : | 
Voice of the Advertiter 16: 


vertising in the future, point ration- 


| will run between Feb. 2 


| drive 


| proximately 1,500,000 gallons of olive oil to be pressed this year. 


cery manufacturers in a meeting 
which well may keynote war ad- 


ing and its attendant 
moved one week closer. 

A wholly different sort of ration- 
ing problem is involved in processed 
foods than in shoes, for example. 
Recognizing that, the OPA now has 
ready a promotional program whose 
impact is calculated to batter down 
the barriers of misinformation and 
unwillingness. Gigantic in plan and 
scope, privately-financed, the cam- 
paign will bring to bear on the 


% Cut 
Hope 10% Cut on 
> 7 - . | . 
‘reiatusia ean muster Print Papers Will 

Not unnaturally, the point ration- | 
o 
Balance Supplies 


problems 


Vital importance of highway transporta- 
tion is emphasized in a new campaign 
launched by the American Trucking As- 


sociations in dailies of 38 cities. 


(Story 
on Page 31.) 


? ; 
ing explanatory material will be| 


sponsored by food advertisers, well 
of the first 


nificance rationing of 


foods in this war. Already enrolled | 

under the banner are such adver-| a ho _— 
tisers as H. J. Heinz Company, | nvass Situation 

| Libby, McNeill & Libby, Campbell . 

Soup Company, General Foods, on All Fronts 

|Standard Brands, General Mills, 

California Packing Corporation,! New York, Feb. 18.—Further nec- 


Stokely Bros. and others. essary curtailment in use of all 


printing papers will be made, if pos- 
sible, on a gradual basis to cushion 

Many of the plans of individual|the difference between production 
advertisers will be further clarified| and consumption, A. G. Wakeman, 
after the New York meeting. The! director, WPB pulp and paper di- 
bulk of the material now evidenced | 


Will Help Launch Program 


vision, told the American Paper and 
and March! Pulp Association here this week. 
7, the critical first two weeks of 
1ationing. Newspapers will carry!on the whole field of printing pa- 
full pages from Heinz and Libby;| pers, from “super book to envelope, 
Kellogg Company will blossom out/tablet, and post card and ground- 
in large space in newspapers of|wood paper,” now operating at 80% 
cities of more than 25,000 popula-|of the peak period, may be softened 
tion, and in 2,800 county-seat week-|by regularly reviewing the problem 
lies. General Mills will open ajof supply available, he said. 
with newspaper advertise- Declaring that the problem is to 
ments on Feb. 2] in cities of more 
than 50,000 population. paper and board, while only 8,500,- 
Radio will carry a large portion|000 tons of wood pulp are available, 
of the drive. General Foods’ Kate|Mr. Wakeman said this means forc- 
Smith and “Baby Snooks” shows|ing the use of waste paper and other 
(Continued on Page 30) (Continued on Page 32) 


Last Minute News Flashes 


MacFarland, Aveyard Appoints New Executives 


New York, Feb. 19.—A. E. Aveyard, vice-president in charge of the 
newly-opened New York office of MacFarland, Aveyard & Co., today an- 
nounced the appointment of Henry C. Klein, formerly with D’Arcy Ad- 
vertising Company, as radio director. Mr. Klein was radio director of 
the Chicago office of Batten, Barton, Durstine & Osborn under Mr. Ave- 
yard and was earlier associated with the Chicago offices of J. Walter 
Thompson Company. Alfred C. Strasser, formerly with J. Walter 
Thompson, has been named art director, and Travers Hand, of Time, Inc., 
a copywriter. 


Olive Oil Cooperative Gets Heinz Distribution 


New York, Feb. 19.—The newly-formed cooperative Olive Oil Pro- 
ducers Association, Fresno, Cal., today announced completion of negotia- 
tions with the H. J. Heinz Company for sales and distribution of ap- 
The 
cooperative was organized by Harrison M. Dunham, Los Angeles attorney, 
and W. B. Geissinger, vice-president of Batten, Barton, Durstine & Os- 
born, Los Angeles. The recently-opened Los Angeles office of BBDO 
will direct advertising and merchandising activities. 


Metropolitan Life Plans Anniversary Copy 

New York, Feb. 19.—Metropolitan Life Insurance Company will carry 
one-time 400-line advertisements in 1,100 newspapers March 24 com- 
memorating its 75th anniversary. Special copy will run in 13 magazines 
and 10 business papers. Young & Rubicam is the agency. 


Kenyon & Eckhardt Named Counsel for Railroads 


New York, Feb. 19.—Kenyon & Eckhardt has been named advertising 
counsel for the Chesapeake & Ohio, Pere Marquette and New York, Chi- 
cago, & St. Louis (Nickel Plate) railroads, effective immediately. 
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The impact of stiffened allocation | 
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Graduated Scale 
ls to Govern 
New Paper Cut 


Large Publishers 
Will Be Hit Hardest, 
Inland Press Hears 


Chicago, Feb. 17.—The next cut 
in paper supplies will hit large pub- 
lishers harder than small ones, the 
Inland Daily Press Association was 
told today by Matthew G. Sullivan, 
consultant to the WPB printing and 
publishing division and circulation 
director of Gannett Newspapers. 

While the initial reduction was on 
a horizontal basis, Mr. Sullivan said 
in a prepared statement, the next 
one, scheduled for about April 1, 
will be applied on a graduated scale. 
While the exact percentages may be 
fixed at a meeting of the advisory 
committee next Saturday, the formal 
order will not be issued until early 
in March. The inference drawn by 
Inland members attending the 59th 
mid-winter meeting at the Sherman 
Hotel was that publishers consum- 
ing a comparatively small amount 
of paper annually will be cut 2 or 
3%, while those whose consumption 
runs into thousands of tons may be 
asked to curtail the amounts by 8 


lor 10%. 


Prices to Increase 


E. P. Adler, president of Lee 
Newspapers, and chairman of the 
newsprint committee of the associa- 
tion, brought the tidings that news- 
print prices will advance $4 or $5 
per ton on April 1. 

Mr. Sullivan, who recently be- 
came a dollar a year man with the 
WPB, attributed the new cuts to a 
diminished supply of paper which 
will paralyze the publishing busi- 
ness eventually unless drastic ste; 
are taken now. One factor is the 
smaller number of men cutting 
wood for pulp, but the major one, 
he said, is the steadily rising de- 
mand of the armed forces for all 
types of paper and containers. 

JS Gray, publisher, News, Mon- 
roe, Mich., and past president of the 
Inland, has been added to the task 
committee of the printing and pub- 


make more than 15,000,000 tons of} lishing division, it was announced. 


“Post-Bulletin” Commended 


Dan Smith, art director, Hart 
Shaffner & Marx, Chicago, praised 


|the Post-Bulletin, Rochester, Minn., 


for its ability to set advertisements 
effectively, as well as for its all- 
round good typography in comment- 
ing on results of the annual typo- 
graphical contest conducted by the 
association. Mr. Smith said that 


| whatever the results of paper cuts 


have been, they have at least stimu- 
lated publishers to give more 
thought to heads and elimination of 
some of the superfluous decks which 
have been handicaps rather than 
assets. Small-town newspapers gen- 
erally have improved in appearance 
in the last few years and the trend 
was emphasized by recent develop- 
ments. 


Awards Are Announced 


The following awards were made 
in the typographical contest: 

Newspapers with less than 5,000 
circulation: Daily News, Rhine- 
lander, Wis.; Tribune, Seymour, 
Ind.; Daily Iowan, Iowa City. 

Newspapers with circulations of 
5,000 to 10,000: News, Iron Moun- 
tain, Mich.; Times, Frankfort, Ind.: 
Tribune, Peru, Ind. 


Newspapers with circulations of 
10,000 to 25,000: Post-Bulletin, 
Rochester, Minn.; Journal-Times, 


Racine, Wis.; Palladium-Item, Rich- 
mond, Ind. 

Newspapers 
more than 25,000: 
Bloomington, IIL: 
Green Bay, Wis.: 
Ill 


with circulations of 

Pantagraph, 
Press - Gazette 
Herald, Decatur, 
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ADVERTISING AGE 
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February 22. 1943 


|/ministrator, just as Mr. Horton’s 
|policy mirrored that of Leon Hen- 
|derson. 

Similarity between Horton and 
Henderson has struck many observ- 


Lou Maxon Named 


fo Succeed Horton 
in OPA Post 


|persuasive across a desk; both 
'tended toward the tough school of 
|government administration; neither 


Washington, D. C., Feb. 18.—An| Ws tactful or politic. 
stjantaen man stepped into the | Mr. Horton's passing was elo- 
toughest information post in gov- | quently summed up by one govern- 
ernment this week as Lou R. Maxon,|™ent official who said, “Horton is 
chairman of the board of Maxon, | 


an awfully nice fellow, but he has 
Inc.. succeeded Robert W. Horton blind spots—and advertising is one 
at the Office of Price Administra- 


of them.” 
tion | It is expected that Mr. Maxon, 
No official title has been assigned both as a friend of the administrator 
to Mr. Maxon, but Mr. Horton had |#"4 because of the conciliatory ef- 
been deputy administrator in charge | fect he is expected to have upon 
of educational and informational | Utraged fo eee = mare more 
programs. To date Mr. Maxon, who eg OPA. om t 7“ ¥ Hor- 
was distinguished in the agency |" ! ad. — hazard a 
field for his aggressiveness and sell- | SUS that after the new information 
ing ability, has given no indication | S®tUP 38 in smooth operation, Mr. 
of his intentions for operating OPA | Maxon will | dev ote an increasing 
beyond the cryptic statement that|®™mount of his time to broad policy 
there woud be no more “commando | 4€¢isions. 


tactics” in rationing. Urge Sharing Scarce Goods" 


In the meantime, OPA was busy 

A close personal friend of Prentiss|on other problems. This week, 
Brown, new OPA chief, Mr. Maxon|Prentiss Brown and Joseph L. 
has indicated that he will lean more| Weiner, director of WPB’s Office of 
toward persuasion, less toward/Civilian Supply, collaborated in a 
crackdowns, than did his predeces-|statement urging manufacturers, 
sor in the job. If this is true, it will; wholesalers and other distributors 
parallel the policies of the new ad-|to share their supplies of scarce 


Favors Persuasion 


\of population shifts, normal, sound 


‘ers, now that both men are out of| goods, and the supplying of owned 


|the OPA picture. Like Mr. Hender-|or controlled outlets on the same 


son, Mr. Horton was personable and | 


ined fish and meat. 
|tioning just over the horizon, the 


| ping the growth of the black market 
|in meat. 


goods not under specific control. 
Allocation of goods on the basis 


Canadian Radio 
Stations Adopt 
Code of Practice 


‘Ballot’ Method of 


Developing Coverage 
Data is Approved 


credit standards, refusal to make 
new long-term contracts for scarce 


basis as other customers were urged 
in the statement. 

This statement of policy does not 
supersede or replace any rationing, 
zoning or allocation orders, the ad- 
ministrators warned, but is merely 
intended to help in securing equit- 
able distribution in situations where 
rationing or similar governmental 
intervention has not been felt nec- 
essary. 

In another surprise move, the 
OPA this week froze stocks of can- 
With point ra- 


Toronto, Feb. 18.—Introduction of 
a code of practice for broadcasting 
|stations—similar in many respects 
to the code of the National Associa- 
|tion of Broadcasters—marked the 
annual meeting of the Canadian As- 
sociation of Broadcasters, which 
closed here last night. 

The code contains nine clauses, 
dealing with the listening public, 
the community, religion, education, 
children’s programs, news, contro- 
versial public issues, advertising ap- 
peals, and fair business practices. 
In general outline—and in many 
cases in phraseology—these clauses 
follow closely the corresponding 
parts of the NAB code, except in 
the case of advertising appeals, in 
which the NAB code sets up specific 
standards of commercial copy length 
and types of unacceptable advertis- 
ing while the Canadian code deals 


freeze becomes more _ important. 
Some Washington observers saw the 
order as another medium of stop- 


Investigations are being 
stepped up, and OPA officials feel 
that the illegal traffic can be wiped 
out. 


Joins ‘Young America’ 

George Clifford Jr., formerly with 
National Provisioner and prior to 
that with the Florida Citrus Com- 
mission, has been named western 
advertising manager of Young 
America, with headquarters in Chi- 
cago. 


OF 
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. « « On the job to increase tonnage production 
of ferrous and non-ferrous metals . . . to design 
and fabricate these metals efficiently into war 
products, this metal engineer has the influence to 
put your product to work. All metals—and the 
processing materials, production equipment and 
accessories for producing and fabri- 
cating them are needed now by the 
metal engineer. 


And METAL PROGRESS has the 


ability to put your sales story across 


with this big 


consistently. 


Executive— | 
_ Oil company engineers are working with 
metal engineers to fit the correct cutting oil to 
the proper cutting application. By working with 
men who understand these operations . . . who 


have the influence to make changes, many 
metal cutting jobs have been speeded 150%. 
And as one oil company advertiser expressed 
it—""We develop more interest, more leads, 


eines 


magazine we use.” 


4 2 ee 


METAL ENGINEERING 
MARKETS 


METAL PROGRESS has an 84.34°/, reader stay- 
ing power with the metal executive, production 
men and engineers. Only in METAL PROGRESS 


have you a guarantee of selling this audience 


Figured on any basis, METAL PROGRESS is your 
best buy in the engineering markets of the metal 
producing, fabricating and working industries. 


Make your space reservations now while your 
advertising can be taken care of in the influential 


pages of METAL PROGRESS. 


METALPROGRESS _, 


PUBLISHED BY AMERICAN SOCIETY FOR METALS 


7301 EUCLID AVENUE 


CLEVELAND, OHIO ABC) 


more generally with this subject. 


Commercial Code Outlined 


“It shall be the responsibility of 
member stations and their sales rep- 
resentatives to work with advertis- 
ers in improving the technique of 
telling the advertising story so that 
such stories shall be in good taste, 


lievable, and shall not offend what 
is generally accepted as the stand- 
ard of morality,” this clause says, in 
part. It continues: 

“Nothing in the foregoing shall 
prevent the dramatization of the 
use, value or attractiveness of prod- 
ucts and services. 

“While the Food and Drugs Act 
protects the listener from false and 
exaggerated claims for drugs, pro- 
prietaries and foods, it shall be the 
responsibility of member stations to 
work with advertisers of these prod- 
ucts and the advertising agencies 
to ensure that their value and use 


sive to the average listener. 
Competitive Copy Barred 


“Recognizing also that advertising 
appeals or commentaries by any ad- 


operation of a competitor or other 
industry or business are destructive 
of public confidence, it shall be the 
responsibility of member stations, so 
far as it lies within their power, 


AMERICA’S 


over their stations.” 


the broadcasting industry, as well as 


dustrial groups, are likely targets 
for criticism, and advocated “sound 
planning and education” to over- 
come this criticism. 

Somewhat the same tack was 
taken by Dr. James S. Thomson, 
head of the Canadian Broadcasting 
Corporation, governmental body 
regulating Canadian broadcasting, 
who delved into the dangers of pol- 
itical problems and declared that 
freedom of broadcasting must now 
be fought for as freedom of the 
press has been fought for in the 
past. 


engineering audience, for only 


Study Coverage Plans 


G. Walter Brown, vice-president, 
Bristol-Myers, Ltd., Montreal, pre- 
sented the report of a committee 
studying an authoritative method of 
measuring station coverage and lis- 
tening habits, conducted under the 
joint auspices of the Association of 
Canadian Advertisers, the Canadian 
Advertising Agencies Association, 
and the CAB. A subcommittee deal- 


is told in words that are not offen- | 


vertiser that cast reflection upon the | 


to prevent such advertising appeals | 
or commentaries being broadcast | 


In his annual report, CAB Presi- | 
dent Glen Bannerman warned that |! 


‘ar , L joined the adver- 
advertising, manufacturing and in| 3 ae Se Gaver 


of Paige - Detroit 


rs 


WAR JOB 


YOU CAN LEAVE IT 10 
THE RAILWAYS NOW 


very week, every day, | factories; food and ¢ Lip 
every hour almost, | ment for the troops; guns 
ships of all kinds and | and tanks and aeroplanes and 
sizes are bringing vital sup- | the ever-growing personne} 
plies to these shores on | of Dominion and American 
the first stage of their jour- i 
ney to supplement Britain's 
war effort. 
The next and no less com- 
plex stage is left to the rail- 
ways. It is their task to 
convey and distribute mil- 
lions of tons of freight to 
h ds of destinati 
urgent material for the war 


The railways carry these 
vast and valuable burdens 
safely and efficiently despite 
the fact that they have re. 
leased more than 100,009 
skilled workers for the forces, 
and have sent overseas 
many locomotives and thou- 
sands of railway wagons. 


BRITISH 


GwR-Lms 


RAILWAYS 


LNER + $8 


Carrying the War Load 


British Railways, with a salute to the 
merchant navy, uses newspapers to prom- 
ise that the land stage of the journey for 
war supplies will be safely completed. 


\ing with the measurement of sta- 
shall be simple, truthful, and be-| 


tion coverage area, under the chair- 
manship of Jack Cooke, Northern 
Broadcasting Company, presented 
the advantages and defects of the 
millivolt contour map and the mail 
response count, and recommended, 
after a study of techniques used in 
the United States, that the “ballot” 
method employed by Columbia 
Broadcasting System be used to es- 
tablish primary, secondary and ter- 
tiary areas. 

Adrian Head, chairman of a sub- 
committee on listening habits, ex- 
plained a number of experimental 
surveys which had been conducted, 
and Mr. Brown expressed the hope 
that a permanent administrative 
body might be established for fur- 


|ther investigation. 


Kysor Heads Media 


at Griswold-Eshleman 
James D. Kysor 
has been ap- , 
pointed manager & 
of the research 
and media de- 
partment of Gris- 
wold - Eshleman 
Company, Cleve- 
land agency. 
Mr. Kysor 


tising department 4m 


Motor Car Com- 
pany in 1915, be- 
coming assistant 
advertising man- 
ager on his return from overseas 1 
World War I. He was later assis '- 
ant to the advertising manager »! 
Chrysler Corporation, and subse- 
quently held posts with MacMan' 
Inc., and Campbell-Ewald Compa! 
Detroit, in the latter agency 
space buyer. 


BBB Bulletins Cover 
Armed Forces, Flags 


The National Better Business B 
reau has released revised resear 
bulletins on “Reference to the Arn 
and Navy in Advertising” ar 
“Facts About the Use of the F! 
in Advertising.” 

Copies may be obtained from t 
bureau’s division of research, 4! 
Lexington Ave., New York. 


James D. Kysor 


. 
. FREE 


KMA 


THE EARL MAY STATION 
THE MAIL STATION 
5000 watts full time « Mutual and Blue Networks 


‘SHENANDOAH, IOWA 


& PETERS, INC. 


7 Exclusive National Representatives 
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WHY YOU SHOULD 


pontt 


‘TODAY, MORE THAN EVER BEFORE! 


Wen INSTITUTIONS Magazine, several 
years ago, originated the slogan "Consult Your Ad- 
vertising Agency" the idea recognized the growing 
dependence of all advertising upon trained, compre- 
hensive and analytical services . . . services which 
advertising agencies are set up to provide. 


We repeat and re-emphasize that manufacturers 
should consult their advertising agencies today. If 
new or additional arguments are necessary we need 


only point to the recent government order curtailing 
the use of paper in advertising media, which order 


automatically makes it imperative that remaining 
space available to advertising messages be utilized 
to the utmost. If ever there was a time when care in 
selecting advertising media was important, that time 
is now, when paper restrictions and increasing adver- 
tising schedules make the rationing of advertising 


space a very real possibility for the immediate future. 


To those who have a message for the big consumer 
market involving mass housing and mass feeding, we 
say ‘Consult Your Advertising Agency.'’ Your agency 
will explain to you the importance of all-inclusive cov- 
erage of the institutional field . . . INSTITUTIONS 
Magazine gives you this all-inclusive coverage. Your 
agency can tell you of the advantages in reaching the 
entire institutional field through a single publication 
. . « INSTITUTIONS Magazine is the only publication 
reaching the entire institutional field. Your agency can 
analyze for you what constitutes big consumers whose 
total annual purchases of institutional products includ- 
ing food, equipment and supplies, today, are in excess 
of six and one-quarter billion dollars . . . these big 
consumers are the readers of INSTITUTIONS Maga- 


zine. 


Consult Your Advertising Agency as the first step in 
gearing your advertising program to today's conditions and requirements, 
or write to INSTITUTIONS Magazine, 1900 Prairie Avenue, Chicago. 


Your “BIG Consumer Market 
ls made up of These BIG Consumers’. . 7 


@ HOTELS @ HOMES and ASYLUMS 

@ HOSPITALS @ Y.M.C.A's and Y.W.C.A.'s 

@ SCHOOLS @ RAILWAY SYSTEMS 

@ RESTAURANTS @ STEAMSHIP LINES 

@ INDUSTRIAL CAFETERIAS @ PUBLIC BUILDINGS 

e@ COLLEGES @ and OTHER INSTITUTIONS 
and . . . FOR THE DURATION OF THE WAR—in 


eddition to its regular circulation, INSTITUTIONS Maga- 
tine is being sent, without charge, to the following: 


Quartermasters in the Army ® Supply Officers in the 
Navy © Post Quartermasters in the Marines ®@ Purchas- 
ing Officers of the U. S. Maritime Commission @ Pur- 
chasing Engineers of Procurement Offices @ Superinten- 


dents of Veterans’ Hospitals © Purchasing Agents for —— 


Bomber and Other Industrial Plants © Managers of In- Hit o Food Problems 


OF PROPER CARE OF DISTRIBUTION O 


dustrial Cafeterias © Operators of Army Post Exchanges 


= 


F FOOD 


pA Schools © and others engaged in the wer (; =a oo ae | LE LINOLEUM FLOORING Form Machinery INSTITUTIONS WILL ¢ 
+ oe Emo swith — ocr CAD SHARE OF 
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Can Produce More 
Consumers’ Goods, 


Marketer Declares 


New Non-Critical 
Products Seen as 
Anti-Inflation Aid 


Chicago, Feb. 18.—Asserting that 
there is still “plenty of unused pro- 
duction capacity for consumers’ 
goods,” Dr. Lyndon O. Brown, vice- 
president of Foote, Cone & Belding, 
and professor of marketing at North- 
western University, told the Chicago 


chapter of the American Marketing | 


Association last night that one of 
the major jobs of market research 
at present is “to discover, by ana- 
lyzing the needs of buyers, new 
kinds of products which can be 
made with existing facilities” and 
with non-critical materials. 

If new consumers’ products can 
be developed and produced, Dr. 
Brown pointed out, the great prob- 
lem of the “inflationary gap’’—the 
15 to 19 billions of purchasing power 
which cannot at present be satisfied 
with civilian goods—will be solved; 
and in addition, the economy will be 


|placed on a much sounder footing, 


while morale is raised, absenteeism 


cut down, and the war effort aided | 


directly. 

Dr. Brown presented no specific 
suggestions as to products which 
might be introduced, and admitted 
that many difficult problems must 
be faced, but insisted that it is the 
job of the market analyst to do 
everything in his power to explore 
the possibilities. Even though the 
prospect of closing the entire infla- 
tionary gap in this manner is not 
good, any assistance rendered by the 
development of new consumer goods 
will be of real importance, he said. 

While there are undoubtedly 
shortages of skilled machinists and 
technicians, there also exist areas 
in which both facilities and labor 
cannot be utilized effectively in war 
work, he maintained. In such cases, 
development of new products or 
services for the civilian economy 
are a definite possibility, he main- 
tained. 


Lists 4 Tasks 


In a provocative talk in which he 
urged market research men to take 
time off from their routine duties 
and to study the larger aspects of 
their usefulness to the public, to the 
war effort and to society as well as 
to business management, Dr. Brown 
outlined three additional wartime 
tasks which he asserted were the 
province of the market analyst. 


The second of these tasks, he 


SELECT BUSINESS PAPER WINNERS 


The jury of awards in the Chicago Business Papers Association competition for the 
best all-round use of business paper advertising in 1942 met last week to select 
the winner from 122 entries. Checking their scores here are Sterling E. Peacock, 
N. W. Ayer & Son; Wallace Meyer, Reincke-Ellis-Younggreen & Finn; F. L. Blake, 
Kimberly-Clark Corp.; George J. Callos, Allis-Chalmers Mfg. Co.; M. J. Swan, 
International Harvester Co., and Ralph O. McGraw, Industrial Marketing, contest 
secretary. The winner will be announced and presentation of the trophy will be 


made March || at a meeting of the 


Chicago Federated Advertising Club. 


said, is that of insuring that prod- 
ucts are distributed equitably, “so 
that we will not have gluts along- 
side shortages.” Government ra- 
tioning can cover only a relatively 
few of the basic essentials, he said, 
but manufacturers are already doing 
a tremendous job of “rationing” 
short materials. To make sure that 


| March, Sales Manage- 
ment’s “High Spot City” 


forecast, places Detroit THIRD 


city in the nation in retail sales, 
with a 
This perhaps is not surprising, 
for no other American city has 
grown so fast or has so much to 
do as Detroit. 
women are 
clock 
earning $40,000,000 weekly. And 
300,000 others gainfully 
ployed maintain the civilian econ- 
omy. 


1942 at an average rate of 17,000 


total of $118,000,000, 


708,000 men and 


copies per day over 1941. 
troit 


make up 


new inhabitants monthly, Free 
Press circulation increased at an 


average monthly rate of 27,433 


Is it 


possible that Detroit and the De- 


Free Press are moving 


along so fast that you men who 


advertising schedules 


have difficulty in keeping up with 


the parade? Get the facts first 


working round-the- 


for Uncle Sammy, and 


em- 


While Detroit grew in 


about Detroit and the position 
and influence of Detroit’s only 
morning newspaper. Or merely 
follow the 


women’s clothing stores of De- 


judgment of the 


troit who rate The Free Press as 


their No. 1 advertising medium. 


The Detroit Free Press 


STORY, BROOKS & FINLEY, Inc., Nat'l Representatives 


this “rationing” is done fairly and 
evenly is the market researcher’s 
function, he said. 

The third wartime task for mar- 
ket researchers, Dr. Brown said, is 
that of attacking the problem of dis- 
tribution costs. “We knew before 
the war,” he said, “that distribution 
costs too much—that it was not 
sound economics to build a vacuum 
cleaner for $8 and then spend $40 
to get it from the factory to the 
housewife; that something would 
have to be done about the distribu- 
tion of certain food and drug prod- 
| ucts where over 50% of the con- 
| sumer’s dollar went for distribution 
expenses. 


Chance for Big Savings 


“Before the war millions of dol- 
lars were spent to cut production 
costs to the bone, but our distribu- 
tion costs were terribly out of line 
and no one seemed able to do much 
about it. Yet it takes only third 
grade arithmetic to see that a 10% 
decrease in high selling costs will 


sumer than a 10% decrease in much 
lower manufacturing costs.” 

Dr. Brown’s fourth wartime task 
was defined as that of “laying plans 
|for a new distributing system for 
| postwar America, and in many fields 
making the changes right now to 
new, more efficient channels of dis- 
tribution.” The market analyst, he 


tion costs, pointing to wasteful 
channels and methods, showing how 
straight line production methods can 
be adapted to getting goods to con- 
sumers. In other lines researchers 
are showing how high-cost, ineffi- 
cient dealers and sales methods can 
be eliminated to reduce selling ex- 
/pense. In the retailing field costly 
methods of stock control and 
handling, excessive varieties and 
unimportant services are being 
| eliminated. 


Must Carry the Ball 


“After the war,’ he concluded, 
“we will have the greatest produc- 
tion capacity the world has ever 
|}seen. Unless the marketing ma- 
chinery works efficiently we will 
face economic collapse and depres- 
| Sion. No matter how hard it tries, 
| the government can only provide 
stop-gap, temporary relief and 
make-work programs. Market re- 
|searchers are today making plans 
|\for creating consumer 
through advertising and _ other 
| means, to keep our production ma- 
| chinery running. Only if a market 
| big enough to absorb that tremen- 
|dous production is built and an 
efficient marketing machine ready 
to keep up the flow of goods to the 
consumer, can the American system 
| of free enterprise meet the acid test 
of tomorrow.” 


‘Zoom,’ New Cereal, 
‘Introduced on Coast 


Zoom, a new flaked, whole wheat 
;cereal manufactured by Fisher 
Flouring Mills Company, Seattle, 
has been introduced on the Pacific 
Coast in a campaign embracing 
newspaper space in extra colors, 
premiums, and dealer helps. 

Announcement copy to grocers 
points out that Zoom is packaged 
like other flours and cereals in the 
| Fisher Handysack line, that it cooks 
|instantly and that it contains “all 


the natural goodness of whole 
wheat.” To attract the juvenile 
market, each package contains a 


| “Zoomer,” a high-flying toy. 


mean a great deal more to the con-| 


| 


| 


| 


said, “contributes in a major way | 
by digging out the facts of distribu- | 


| 


demand, | 


| 


Februe 
— 


Esso Dramatizes _ 
Fuel Conservation 
in New Campaign 


(Picture on Page 1) 
New York, Feb. 17.—With 


- tem. 
peratures ranging well below zer 
on the Eastern seaboard, Ess, Mar. 
keters this week launched 4 pe, 
fuel oil conservation campuaign tn 


several hundred Atlantic and Ney, 
England cities. 

Initial advertisement, signed p, 
Standard Oil Company of N : 


ew Jer. 
sey and Colonial Beacon 0} oe. 
pany, feature a grandmother rem). 
niscent of ‘‘Whistler’s Mother,” With 


the headline, ““Good Soldier.” 

Strongly emotional copy urge, 
readers to be “good soldiers” py 
remaining within their fuel oi) allot. 
ments. The 70-year-old grand. 
mother characterized in the first 559 
to 1170-line advertisements declineg 
extra fuel, because it would deprive 
her grandson on the African fron; 
of vital petroleum products. The 
familiar “Oil Is Ammunition, Use jt 
Wisely” slogan of the Petroleum 
Industry War Council was paireg 
with the company signatures. 

The new campaign will ru 
throughout the year, educating the 
public on the necessity for fuel ra- 
tioning and other timely petroleum 
subjects as well as boosting genera] 
morale. McCann-Erickson, Inc., js 
the agency. 


How to reach 
the New 
War Plants 


24 ted ENR 


Vesa. 


pyre During a recent 12 


month period when new war 
plants were springing up like 
mushrooms around the country, 
STEEL added 1249 new metal. 
working plants, or units, to its 
Master Data File of the industry. 
Day by day, as fast as the 
names are obtained and 
checked with special Dun 64 
Bradstreet reports, the complete 
information on each is recorded 
and tabulated on a punched 
card system. All worthwhile sew 
plants start getting STEEL at 
once. * * * That's how STEEL 
assures its advertisers adeq'ale 
coverage of the new war pl nts 
For information on other v “Ys 
in which STEEL keeps its cco’e™ 
age in step with wartim® 
changes, look over the comp °!¢ 
new study of the Metalwor'ng 


| 


_ market, 


available from \oU 
STEEL representative. ST! EL 
Penton Bldg., Cleveland, Ohi». 


A PENTON 
Publication 


The Magazine of 
Metalworking & Metalproduc 
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Air Marketing is Here! 


In SKYWAYS the air industry witnessed the 
birth of aviation’s first quality magazine of 
general distribution. 

All the essential ingredients of a success- 
ful formula were combined to demonstrate 
editorial and printing excellence. No effort 
or expense was spared. to fill the need for 
-a@ magazine devoted to the “proper inter- 


pretation of aviation.” 


Today, withthe sixth issue on press, SKY- 
WAYS has become an outstanding success. 
In circulation and advertising acceptance, 
the Tesults are graphic and indisputable. 
“Air Marketing” has begun. In the devel- 
opment of a public and industry demand for 
air transportation, SKYWAYS will represent 
the source for aviation’s immediate cash cus- 


tomers in our postwar period, 


HENRY PUBLISHING COMPANY 


30 Rockefeller Plaza 


e New York City 


Advertisers and their agencies who have placed advertising in the first six issues of Skyways 


Aeroproducts Div., ~s e aenae Kircher, Lytle, Helton & Collett, inc. 


Aircooled Motors Corporation 
Aircraft Publications : 
American Airlines, Inc. ‘ 

The Angostura-Wupperman Corp. 
Bendix Aviation Corporation 
Boeing Aircraft Company 

W. W. Boes Company 

Breeze Corporations,inc. . . 
The Cleveland Pneumatic Tool Co. 


Ethy! Corporation - 
Fairchild Engine & Airplane Corp. 
Funk & Wagnolls Company 

The General Tire & Rubber Co. 
Goodyear Tire & Rubber Co. 
Jacobs Aircraft Engine Co. 


" (Kiveher, Lytle, Helton & Collett, inc. 


McCormick-Armstrong Compony 
Cowan & Dengler, Incorporated 
Batten, Barton, Durstine & Osborn, inc. 


Franklin Spier & Aaron Sussman, inc. 
hota Advertising Company, Inc 


Joyce Aviation, incorporated 
Kolisman instrument Company 
Lockheed Aircraft Corporation 


. Spitz & Webb 

Kotule Advertising 
Ruthravf & Ryan, Inc. 

.  Denahve & Coe, inc. 
Buchanan & Company, inc. 
N.W. Ayer and Son, Inc. 


Northrop Aircraft, incerporated 
Piper Aircraft Corporation 
Parks Air College 

Burke Dowling Adams, Inc. 
The Boyless-Kerr Company Republic Aviation Corp. 
Rohr Aircraft Corporation 
Ryan Aer ic 
Snyder Aircraft Corporation 
Standard Oil Co. of Cal. 
United Air Lines Transport Corp. 
Vultee Aircraft, Incorporated 

The Weatherhead Compony é 
Wittek Manufacturing Company 


Cecil & Presbrey, inc. 


. Arthur Kudner, ine. 
Alan P. Lyster Advertising 


BL —_ = 4 le tt rt 


- Erwin, Wasey & Company, inc. 


Lord & Thomas 


Lycoming Division, The Aviation Corp. . Hutchins Advertising Co. 
North American Aviation, inc., Batten, Barton, Durstine & Osborn, Inc. 
4. Walter Thompson Company 
Hutchins Advertising Company 
A 3 Ockleigh R. French & Associates 
R. C. A. Victor Div., Radio Corp of Amer. 


Cowan & Dengler, Inc. 
Barnes-Chase Company 
The Essig Company, Ltd. 


Smith, Benson & McClure, Inc. 
Batten, Barton, Durstine & Osborn, Inc. 


N. W. Ayer & Son, inc. 
Ruthravff & Ryan, inc. 

, Maxon, Incorporated 
The Advertising Corporation 
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‘Republic & Gazette’ 
Adopts Space-Saver 
The Phoenix Republic and Ga- 


Surveys Needs 
zette has adopted a space-saving 
device which in view of possible | Of War Workers 
further reduction in newsprint sup- | al : 
plies is likely to come into general| Cleveland, Feb. 14.—Employes of 
use. Running heads have been | West Coast war production planis 
dropped, and the name and date set | will not be allowed to blame banks 
in a narrow block at the top of the|for absenteeism, Lou E. ‘townsend, 
first column of each page. | assistant vice-president, Bank of 
Under this plan two column) America, San Francisco, and presi- 
inches per page are gained, and in dent, Financial Advertisers Associa- 
a paper of 24 pages, the total| tion, said today in addressing the 
amounts to 46 inches, omitting the| last of a series of regional confer- 
front page, which carries the usual| ences of the organization. 
banner heading. | Mr. Townsend said that one war 
| worker recently gave as the reason 
for remaining away from the job 
| he excuse that banks don’t remain 


Bank of America 


Moller Appoints Foley Seen teat Gneudin Gor bien te ona 


M. P. Moller, Inc., Hagerstown, | ;j. heck. The stat ° 
; : agg: Tleppe. . s pay check. e statement was 
Md., organ builder, has appointed given considerable publicity. 


Richard A. Foley Advertising|” The FAA president, in common 
Agency, Philadelphia. General con-| with other West Coast bankers, 
sumer and _ religious publications stands ready to extend a special 
will be used for a campaign Out-| corvice if its need is indicated. He 
lining present activities and the believes, however, that present 
postwar market for tonal products. | jours are adequate. 


To get the facts on public senti- 
ment, and particularly that among 
| war workers, the Bank of America 


Write for circular on 


Bg oot has retained a research organization 
nnn to make an extensive study of the 


problem. It will contact both em- 
ployes of war industries and the 
general public to determine their 
opinions as to bank service and 
their actual requirements. Further 


LIGHTING. 


by 


SIGN CO, LIMA, OHIO 


action will depend on results of the | 
survey. 

Most of Mr. Townsend’s talk was 
devoted to public relations and he 
gave examples indicating that no 
one is safe from his insistence on 
doing a good turn for his fellow 
man. At Christmas, the Bank of 
America sent notices to the 425 
newspapers carrying its advertising 
that 1943 linage would not be re- 
duced under the 1942 level. 

Another public relations innova- 
tion was to fit up a press room in 
the bank with typewriters and free 
telephone service for newspapermen 
for use whenever they are in the 
neighborhood. 


Typographer Begins 
Chicago Classes 


Harry Burke, consultant and de- 
signer with Monsen, typographer, 
will begin a course on “Typography 
—yYesterday, Today, Tomorrow,” 
Feb. 23 at the American Academy 
of Art, Chicago. 

The 16-week course will include 
guest lectures, field trips to com- 
posing rooms, and visual presenta- 
tion of typographic design. 


Norton Joins Tyson 

C. Gilbert Norton has joined O. S. 
Tyson,& Co., New York, as assistant 
account executive. Mr. Norton was 
formerly with G. M. Basford Com- 
pany. 


NETWORK’A’ I 
47.5% 


| 1942 MORNING TREND | 


8A.M. tol2 Noon -Jan.&Dec. 1942 


WCAE 


16.5 % 


NETWORK’B" 
16.2 Ye 


NETWORK"C” 
15.4% 


Hooper Shows WCAE Soaring in A. M. Listening 


It's no promotion man’s pipe dream that WCAE 
has zoomed right up to the top bracket in after- 
noon listening. Months ago Hooper figures put 
the clincher on that. 


But that's only part of the story. There's head- 
line news in the Morning Hooper, too! 


In January ‘42 WCAE hit the high road and 
really started to move. After twelve short months, 


the Pittsburgh picture looked like this... 
RS % Se ¢ 
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WCAE had outdistanced two of the other 
network stations! — 


WCAE had whittled down 
remaining network station ‘from a margin 
of 31% to a margin of only 
tening audience! 

It bears looking into, this growing morning 
preference for WCAE. It means WCAE de- 
livers a morning audience greater than two of 
the other network stations—and right on the 
heels of the leader! 
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Arizona Resorls 
Booming Despite 
Anti-Travel Copy 


(Picture on Page 35) 


ee 


LOOKING AHEAD) 


Phoenix, Ariz., Feb. 18.—Although 
many hotel and resort owners in| 
this area thought the negative type | 
of advertising copy published by the 
Valley of the Sun Club, a division 


merce, 
volume of tourist business, Phoenix | 
is actually having a record-break- 
ing season. 

Hotel rooms are almost impossible 
to obtain without long advance | 
reservations, and resorts and ranches 
in this area are all doing a land- 
office business. Some of the larger 
hotels, like the Arizona Biltmore, 
which considered closing for this 
season, have accommodations sold 
out for a month in advance. 

“Sun Check, Good for Every Per- 
formance After the Duration,” is the 
caption of a typical Phoenix ad. 
“Winning the war is everybody’s 
task today,’ the copy continues. 
“And to help the winning, many a 
perennial visitor to this Certified 
Climate vacationland must remain | 
close to his own home front for the 
duration 


Will Be Ready 


“If this is your plight, never 
mind! When the Hitler-Hirohito | 
holocaust is a has-been—when troop | 
trains and air cargoes need no 
longer take precedence, you'll find 
Phoenix and the Valley of the Sun, | 
and the ageless, timeless, glowing 
desert surrounding them, waiting to 
give you the happiest vacation | 
you’ve ever had.” | 

“Certified Climate” is a phrase | 
appearing in all Phoenix advertis-| 
ing. This city and Tucson, 125 miles 
away, are the center of a great air| 
training program, with numerous 
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| 


| 


| 
| 


ee) 30.3% 
252% 


20.1% 
18.6% 
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the lead of the 


% ef the lis- 


For availabilities and 
complete information | 


consult WCAE 


or 
_ THE KATZ AGENCY 
New York Chicago Detroit 
Kansas City Atlanta Dallas 
San Francisco 


MUTUAL BROADCASTING SYSTEM 


| largely as a result of the 


| needs to be continued, the group has 
|published a folder reviewing the| 


training fields in service. Phoenix 
recently reported 689 days of unin- 
terrupted flying weather. 

The magazine list for the 1942- 
1943 advertising of the Valley of the 
Sun Club includes Atlantic Monthly, 
Harper’s Bazaar, Harpers Magazine, | 
Life, The New Yorker, National | 
Geographic, Newsweek, Sunset, | 
Time and Vogue. Advertising Coun- 


| selors, Phoenix, is the agency. 


TUCSON CONTINUES 


| ADVERTISING PROGRAM 


Tucson, Ariz., Feb. 18.—The Tuc- 


_son Sunshine Club, which claims to | 
| be the pioneer in tourist promotion, | 


with an unbroken record of 20 years | 


of advertising, is finding that winter | 
visitors are arriving in record-| 
breaking numbers, in spite of the | 
fact that local hotel and _ resort} 
facilities are already overtaxed, | 
air train- | 
ing program and other military and 
naval activities centered here. | 

For the benefit of local supporters | 
who are wondering if advertising 


results of its 20 years’ work. Dur- | 
ing that period, it has received over 
200,000 inquiries from its advertis- 
ing, based on an expenditure of 
$330,000 in national magazines. | 


of the Phoenix Chamber of Com-| . 
would greatly reduce the! # 


ee Fo 
ae 


P 


Whod have thawed it would com. to 
this! For years. weve invited 
urged~~you to visit the Valley o/ 
Sun. Now. Uncle Sam needs all 1 
facilities. and unless you have a cove: od 
wagon, youll probably postpone you; 
Phoenix vacation for the duration 
When you can again travel. we hope 
youll come bounding back to bask in 
this warm and triendly Certified l/imate* 

to enjoy carefree recreation and 
relaxation in Phoenix! 

RThis dima was literally “Con... 
when the Volley of the Sun wos chown 
is US. gowermment officials for one of 

America’s foremost aviation training cen). 
teewune of ts uncacelled weather conditiv: 

high percemage of dear, warm, amy daw. |. 
humidits, wind velocity, rainjall; ideal ali... 


Phoenix Arizona 


Fn brow, probvnely Bustrated booklet end cartograph — o> one 
Vedleyol the Sun Chub,2020Chamber of Commence Bldg Puen 


v 
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Single-column copy, such as this adver. 
tisement in The New Yorker, tells the 
story of Phoenix vacations and creates 
interest in postwar travel to the area. 


Over 200,000 visitors have come ‘o 
Tucson as a direct result of the 
advertising, and their expenditures 
are conservatively estimated at $25,- 
000,000. The promotion has been 
an important factor in increasing 
the population of the city from 
24,000 to 72,000, the Sunshine Club 
says. 

Advertising this season has ap- 
peared in Atlantic Monthly, Ameri- 
can Home, Better Homes & Gardens, 
Child Life, Harper’s Bazaar, House 
& Garden, Journal of the American 
Medical Association, Newsweek, The 
New Yorker, National Geographic, 
Parents’ Magazine, Time, Travel and 
Vogue. 

Roy P. Drackman is manager of 
the club, and W. B. Chamberlain 
is in charge of publicity. The Los 
Angeles office of McCann-Erickson 
handles the account. 


Taylor to McKinney 

Douglas Taylor, formerly Chicago 
represenative of the New Y 
Times and before that advertisin 
manager of Printers’ Ink, has joine 
the New York office of J. P. McKi: 
ney & Son, newspaper represe: 
tive organization. 


Loucks Resigns Post 


Jack Loucks has resigned as s; 
buyer for Blackett - Sample - Hun 
mert, Chicago, effective immedi- 
ately. He will announce future 
plans later. 


IN THE SOUTH’S 
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THE GREATEST SELLING POWER 


CBS Affiliate 


Nat'l Representatives: The Katz Agency, Inc. 
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THAT GIVES 
NATIONAL COVERAGE T00 


“NEWS-POWER” GIVES THE SUNDAY 
TIMES THIS NATIONAL CIRCULATION 


In 10,000 cities and towns located in 


2000 counties throughout America, men ir “fer 5 Use Tur Ong 17% 

and women who run the nation’s indus- Mpajontt as kL Tin, Pring, REVIEW OF THE WEEK 

trial, scientific, financial and professional S iin Key , cs ia 

life, read The New York Times because tions Ublicg  82- aa ry aes a - oa 

it carries “all the news that’s fit to print’ Oe lie views G8 Suntey Ge events & ie pane 
é ae 2. week through Saturday, is a high point 


of the Sunday Times. Industrial and in- 
stitutional advertisers find it particularly 
effective in reaching leaders of American 
life in all parts of the nation. 
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Erwin, Wasey Appointed 

The committee on Industrial De- 
velopment of the New Haven Cham- 
ber of Commerce has named Erwin, 
Wasey & Co., New Haven, to direct 
a broad promotion program outlin- 
ing postwar industrial and resi- 
dential developments. 


Frank Plans Ad Series 


S. M. Frank, maker of Frank 
Medico pipes, has scheduled a new 
series of advertisements in The 
American Weekly, Collier’s, Life, 
Look, and Sunday comic supple- 
ments. Grey Advertising Agency, 
New York, places the account. 


— Don't let your sales 


you have to cut pro- 


business. pur- 
poses. All situations, 
Blowups. Full repro- 
duction privileges. 
10,000 subjects. 
Puts life into every 
promotion. 


FREE! Proofs of 
No obligations, 


10 E. 38th St 
New York 


newest releases on request. 


EYE* CATCHERS, INC. 


Private Printers 


fo Get 35 Million 
War Orders in ‘43 


Public Printer 
Tells Why Small 
Plants Lose Out 


results suffer because 


duction costs. New 
Plan brings you top 
quality, sales boost- 
ing photos at $1 each. 
High class models. 
Sparkling photog - 
raphy Splendid 
IDEAS. All lines of 


BY STEVE BOOKE 


New York, Feb. 17.—Commercial 
printers will receive $35,000,000 
| worth of business this year out of a 
total government printing bill which 
will probably exceed $60,000,000, 
A. E. Giegengack, public printer of 
the United States, revealed here 
\last night. In 1942 the U. S. printing 
| bill was $49,000,000. 

“Since $25,000,000 is the maxi- 
mum capable of being produced: in 
our plant, there will be $35,000,000 
ifor commercial printers,” he said. 
|Paper and composition are not in- 
cluded in these figures. 


Huge Commercial Order 


To date the GPO has procured 
$32,000,000 worth of printing from 
commercial sources, using 1,014 con- 


“itractors in 218 cities, representing 


9,017 separate orders. Of this 


amount, 244 contractors in greater 
New York garnered $4,162,442, or 
approximately 124% of all work 
awarded by the office. 

Explaining why more government 
business is not placed with smaller 
plants, Mr. Giegengack declared, 
“Our work is too urgently needed, 
quantities too large, deliveries too 
widely distributed to permit much 
of it to be produced in small plants.” 

The little printers’ question, “Why 
not permit us to pool our equip- 
ment?”, was answered when the 
public printer pointed out that “in- 
valuable time would be lost while 
paper was being cut to vertical 
press size, allocations made among 
constituents of the pool, and dupli- 
cate plates made.” 

He explained this statement by 
saying if a dozen printing firms 
were to print one signature each, 
completion would wait on the slow- 
est printer and there would be no 
way of fastening responsibility for 
loss or spoilage in the bindery. “In 
the meantime, the war effort suffers 
for lack of a training manual.” 

As a time-saver, standard rate 
contracts will be made directly to 
qualified printers through the ware- 
house for the duration, Mr. Giegen- 
gack reported. The warehouse 
supervisor will maintain files of 
printers who have agreed to accept 
the established rates and work will 
be awarded in rotation. 

When any printer’s awards reach 


a total of $5,000, his name will be 
skipped in rotation until all other 
contractors have received an equal 
share. Plates for New York printing 
will be ordered from New York 
platemakers in the same general 
way. This is only for “must” work. 
Where time will permit, purchasing 
will be done through competitive 
bidding. 

Mr. Giegengack revealed that 
safety paper bought for ration books 
up to the present time is sufficient 
to run a 16-inch web 4% times 
around the earth. So far 84 billions 
stamps have been printed, while the 
contemplated program will use 375 
carloads of safety paper and about 
275 carloads of cover stock. One 
third of this has already been 
printed and will be issued shortly 
as War Ration Book No. 2. 

Newest phase of ration printing is 
the production and distribution of 
2% million 17x22 point-value charts 
in connection with Book 2 use. 
These charts will be offset and sent 
to every one of the 45,000 post 
offices in the United States through 
16 central post offices in seven 
printing areas. 

Mr. Giegengack digressed to 
point out that if production of three 
or four ration books for 130 million 
Americans takes 650 carloads of pa- 
per, what these same 130 million 
could contribute to stock scrap piles 
would be equally monumental. He 
estimated one pound of scrap from 
every person in the United States 
would load 3,250 freight cars. 

Discussing shortages, he revealed 
that numerous economies and sub- 
stitutes in metals, inks, papers, fab- 
rics, rubber, and many other items 
have been worked out. 

Extensive experiments have also 
been conducted with the Bureau of 
Standards on iron-faced electro- 
types. The new method by which 
iron can be deposited directly on 
a wax case will bring about impor- 
tant savings in the use of nickel and 
copper. 


Curnutt Joins WCLO 


Allan Curnutt, formerly with 
WIBA, Madison, Wis., has been 
named manager of WCLO, Janes- 
ville, Wis., succeeding James F. 
Kyler, who resigned to become 
manager of KFEL, Denver. 
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Canada to Pus! 
42 ‘Old Clothes’ 
Patterns in Drive 


Toronto, Feb. 18.—A conser, ation 
plan developed in cooperatio; with 
pattern companies, under wh 


n Cn 42 
garments which can be made or re. 
made from old materials w)\| be 


given the promotional blessino 
the Wartime Prices and 7, 


ra 
Board, was outlined by Ro ~ 
Brown of the board before the 
Canadian Association of Broadcast. 


ers’ annual meeting here this wee, 

The broad conservation program, 
planned by the board will embrace 
practical demonstrations of what 
can be done by way of conservation 
and will include the commercija| 
marketing of 42 garments produce 
from old materials, Mr. Brown tolq 
the broadcasters. 

Through the pooling of patterns 
by six of the largest pattern compa- 
nies in the United States and Can. 
ada, he said, “plans are wel! ad. 
vanced for the first showings on the 
continent, to be held in Canada next 
month, of 42 garments not produced 
from new materials, but from old. 

“We will have people dem- 
onstrating how easy it 1s to make 
over an old garment taken out of 
an attic or trunk, into somethin 
smart and useful for the children. 
It is really surprising how good 
your wife will look in a suit made 
over in 1943 from a 1914 tuxedo,” 

Although Mr. Brown made no 
direct reference to use of the pat- 
tern promotion in the United States, 
his comments that U. S. pattern 
makers were included in the pattern 
pool, and that the Canadian show- 
ing will be the first on. this 
continent, led some of his listeners 
to assume that plans for a similar 
make - your -old-clothes-over drive 
are being mapped for the United 
States as well as the Dominion. 


To Brewer-Cantelmo 


William T. Donnelly, formerly 
sales promotion manager for Spiral 
Binding Company, has joined the 
sales department of Brewer-Can- 
telmo Company, New York. 


@ Attention: Advertisers, Advertising Agencies 


Newspaper publishers today are faced with ra- 


tioning of newsprint and ultimately, advertising 


space. 


To the limits of their ability these publishers, 


naturally, will accommodate advertisers and ad- 


vertising agencies, 


One move, on the part of agencies and advertisers, 


would greatly minimize this problem and prove 


mutually advantageous: 


“Leeway” ... optional insertion dates 


Leeway is not without its 
advantages for newspaper 


advertisers ... 


enables publisher to give better location, 


position 


eliminates omissions and arrangement of 


make-good dates where space is not avail- 


able 


insures against omission when copy arrives 


too late 


“LEEWAY” WILL HELP NEWSPAPERS HELP YOU! 


* * * 


* * * 


THE BRANHAM COMPANY 
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NO. 1 of @ series « heroic episodes WORLD WAR It 


The lille medical aide from Brooklyn lay near me in the 


mud. Together we sensed, rather than saw, the grey forms of our men edging 
forward across the jungle clearing. There was the sopraho ping of a Jap rifle 
and one of them slumped. We both knew it was suicide for the medical aide 
to try to reach him, We both knew that the Jap trick i§ to wing a man and 


then make no attempt to finish him off until a medical aide comes to help him, 
and then get them both. The Japs know the medical aides carry no arms, 
but wear an armband that makes a swell target. I lay there thinking, ‘'I can’t 
order him to go out there and tend that wounded man. It’s just throwing one 
life after another. No, I can’t order him to do it.”’ But I didn’t have to. 


‘nobody know 


OO Nh 
ee .*, Pox 


> fee ba i. 


the seeret heart of 


* Words wear thin in wartime, while actions take on an eloquence 
no orator could ever hope to match. "‘Hero,”’ for instance, seems a 
weak and overworked word to try to express that devotion to his 
task, far beyond the call of duty, with which every day, every min- 
ute, somewhere out there, some soldier spends his only life for his 
country. “Morale,” too, is another tired word, worn thin from over- 
glib usage, and stretched to cover and excuse a multitude of frip- 
peries that are like barnacles on the wartime ship of state. Yet 
any commander of troops will tell you that “morale” is 
one of the three Musts, along with Manpower and 
Matériel, in the formula of victory in battle. That's 
why Esquire’s contribution to the war effort, small 


as it admittedly is, nevertheless is a valid one. For 


Cg  * Pe ee oo ae ek 


= 


Before I knew it, he was gone, inching out there through that warm squdgy 
mud. Later, somehow, he was back. Three times that night he did that. 
He'd bind their wounds while he lay flat on his own back, then he'd turtle 
his way back to our mudhole. I never once told him to go out there. But 
three times that night he went. And just two times he managed to return. 


* eee 0 0 0 oP etetet arene’ OOOO esos ~# , Ps* Seeeeeeevas . Tree ee ee 
ee otee 'e x. ene , a, . ssn 
° e a*e" | 
. 
be, ° 
Ps 2 
' a 
4 re 
= 
“4 ies wtoteretetetecenere 
: : ° 
om , a 
e” 
" 
. 
* 
» be 
~~ ‘e” 
: * 
x , eestatatatatetatstetatetatstetetetatetatetai ia iit aragebeteteetateteteteteteerereseletereserereresrerseteerseteestete® eters 
le a's 
x ceva 
oe os . 
» i oan” « 
J 
‘e' re “,* 
: : nt 
4 Ae 2 2 es ene 
Meee ee 4 2” ‘ 
wf ons 
statatatateteteteteten : aerate See 
* ° i a ue oats 's a” ems sees ed 
ys e ote » * nena os eeeee tate 
Jarstatasetaserecarerensenaretenstocatetetata Rates otetetetenerenenmseanseemteeeneeenetearttens 


a soldier courting certain death” 


the affection with which Esquire is read and regarded, by American 
and British soldiers and sailors all over the world, gives it a greater 
importance than it could otherwise possibly possess. They tell us, 
these men whose next and last thoughts may be, of necessity, con- 
cerned with the ever-present imminence of death, that Esquire 
gives them the kind of relaxation and refreshment they most need 
and want. For our part, we can think of no finer function for a 
magazine to serve today * The fact that Esquire now regularly 
reaches a measurable percentage of the American fighting 
forces, to say nothing of its established popularity with the RAF, 
proves that the Magazine for Men is a recognized means of com- 
munication to the most important class of Americans, the 


men who matter most to our world of today. And tomorrow. 


A FAVORED MAGAZINE OF FIGHTING MEN 
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Gets Glove Account 

Wimelbacher & Rice, New York, 
maker of Wear-Right gloves, has 
placed its advertising with Williams 
Advertising Agency, New York. 
National fashion publications will 
be used along with business papers. 


Snyder to F. Cc. & B. 


Winifred Snyder, formerly with 
Blackett - Sample - Hummert, has 
joined the copy staff of Foote, Cone 
& Belding, Chicago. 


Food Paper Appoints 

Food Materials and Equipment, 
New York, has placed its middle 
western representation in the hands 
of J. E. West & Sons, Chicago. 


“Why doesn’t he leave his radio tuned 
all night to WFDPF, Flint, Mich, for a 
Musical Clock?” 


Eastern Railroads 
Decide on Themes 
for New Series 


Baltimore, Feb. 17.—Six separate 
themes will be used by eastern rail- 
roads in continuing their coordi- 
nated advertising in mewspapers 
throughout the territories they 
serve, it was revealed this week. 

The carriers’ first advertising of 
this special wartime type was inau- 
gurated last Oct. 19 and ran through 
December, using both daily and 
weekly papers in the area from the 
Atlantic Coast westward to Chicago 
and St. Louis. Decision to continue 
the same type was made, according 
to R. C. MacLellan, advertising 
manager of the Baltimore & Ohio 
Railroad, after railroad manage- 
ment, employes and the _ general 
public united in praising the initial 
efforts. 

The second series will concentrate 
on these themes: transporting food 
for fighters and civilians; solving of 
the railroads’ maintenance problem; 
what they are doing to conserve 
equipment; emphasizing the car- 
riers’ vital importance in transport- 
ing fuel; telling about the railroad 
worker and his war job; and trans- 


porting supplies from production 
centers for the fighting fronts. 

The first campaign grew out of a 
meeting between representatives of 
12 large eastern railroads, including 
the B & O, who decided to use the 
same basic themes and synchronize 
their schedules of insertion dates. 
Instead of using joint advertising, 
signed by all participating roads, 
each developed its own interpreta- 
tion of the basic subjects and ran 
the copy over its own signature, 
thus preserving its individual iden- 
tity. All familiarized the slogan, 
“One of America’s railroads—all 
mobilized for war.” 

The B & O has stepped up its 
schedule of newspapers from 224 to 
336 for the new series and in all 
will use more than 1,000 insertions 
in 219 cities and towns. Richard A. 
Foley Advertising Agency, Phila- 
delphia, handles the account. 


Spotlights Cresta 
Blanca Program 

William H. Weintraub & Co., 
agency for Schenley’s Cresta Blanca 
wines, has placed a new six-week 
newspaper advertising campaign as 
an attention caller for the Cresta 
Blanca Carnival, heard on the Mu- 
tual network each Wednesday night. 

Beginning Wednesday, Feb. 10, 
and for six Wednesdays up to and 
including March 17, 75-line adver- 
tisements are appearing in 44 news- 
papers in 15 states. 


Soy Bean Paint, 
‘Spred,’ to Get 


Heavy Promotion 


Cleveland, Feb. 17.—The Glidden 
Company will launch a vigorous ad- 
vertising campaign this spring to 
introduce its new soy bean, water- 
thinned, washable paint, Spred. 

The product represents a new de- 
velopment in the field but has 
undergone thorough tests and car- 
ries the company’s well-known 
Time-Tested slogan. Features to be 
pushed are ease of application, one- 
coat coverage, fast drying time, 
washability, and economy. A book- 
let to be offered through dealers, 
bearing the title, “Color for Amer- 
ica,” shows how rooms in all types 
of homes can be decorated with 
Spred. A wide range of colors is 
available. 


In Newspapers First 


First introduction of Spred will be 
through newspaper advertisements 
in various sections of the country as 
fast as distribution is secured. The 
southern region will be first on the 
list because of the weather factor, 
and distribution will then spread 
north and west until the entire 
country is covered. 

Full-page color advertisements 
will be used in national magazines 
and farm papers starting with April 


| 


JAN. 30 
1943 


SIXTH Issue of 
WEW LIBERTY 


*. 


CHICAGO: 400 N, Michigan Ave., Robert W. Richardson, Western Adv. Mgr. 


DEC. 26 
1942 

FIRST Issue of 
WEW LIBERTY 

DEC. 19 

1942 
Last Issue of 
OLD LIBERTY 


DATE 
Dec. 26,1942 . 
Jan. 2, 1943 . 
Jan. 9, 1943 . 


Jan. 16,1943 . 
Jan. 23,1943 . 


Jan. 30,1943 . 


BOOK 
THE COMMANDOS . *« 6 
NO COFFIN FOR THE CORPSE 
THE OX-BOW INCIDENT . 
(Reader's Club Selection) 
WHAT ABOUT GERMANY? ._._. 
WE TOOK TO THE WOODS . _si_.. 
(Book of the Month Club Selection) 
THE UNINVITED... . . . 
(Literary Guild Selection) 


The New 


LIBERTY MAGAZINE, INC. 
Paul Hunter, Publisher 


SAN FRANCISCO-LOS ANGELES: Duncan A. Scott & Co., Representatives 


NEW YORK: 205 E. 42nd St. DETROIT: Gen. Motors Bidg., Ray Miller, Mgr. 


, 


eS 


| grew certainly go for the NEW Liberty. They go for the top-flight 
stories and articles, the compact new editing technique, the fast- 
reading new format. And—especially —they go for an EXCLUSIVE 
NEW LIBERTY WEEKLY FEATURE: A complete-in-one-issue CONDEN- 
SATION OF A CURRENT BEST SELLING BOOK! Here are the six books 
condensed in the first six issues of the NEW Liberty: 


AUTHOR 
Elliot Arnold 
Clayton Rawson 
Walter Van Tilburg Clark 


Louis P. Lochner 
Louise Dickinson Rich 


Dorothy McArdle 


(Each @ $2.00 to $3.00 Best Seller—condensed in the NEW Liberty for a dime!) 


Is the word spreading..from reader to reader? The NEW Liberty submits that 
these facts and figures talk for themselves: OVER 100,000 jump in NEWSSTAND 
sales IN ONE MONTH! 


February 22, 1943 


"SPRED' DEBUT 
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The Glidden Co.'s "Time Tested” slogan 
is used for its new soy bean, water. 
thinned, washable paint, Spred. Full-page 
color advertisements will be used jp 
national magazines and farm paper; 
starting with April issues. Meldrum 4 
Fewsmith, Cleveland, is the agency. 


issues. Painted bulletin boards ang 

direct mail will also be employed, 
Glidden advertising is being han. 

dled by Meldrum & Fewsmith, In, 


Shows Wartime Copy 


The American Advertising Guild 
will sponsor a wartime advertising 
exhibit at the New York Museum 
of Science & Industry, Rockefelle; 
Center, Feb. 26 to March 21. Theme 
of the exhibit will be “Advertising 
Goes to War,” seeking to inform th 
public on what advertising is doing 
to further the war program. 


Adds New Account 


Arthur Brown & Brother, New 
York, manufacturer and distributo: 
of art materials, has appointed §S 
Duane Lyon, Inc., to handle busi- 
ness paper advertising. Harry C 
Waterston will be account execu- 
tive. 


THERE'S NOT 
ANOTHER 
LIKE IT! 


eS The per family pur- 
chasing power in 
Southern New England is 
greater than in any other 
section of the country. 
That means that when 
your advertising message 
is directed to this market 
it has a real opportunity 
to bring sales results. 
Reach these extra buy- 
ing dollars through WTIC 
—Southern New England's 


foremost selling medium. 


New York, Boston, Chicago, Detroit, 


Francisco and Hollywood 
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Higher Education in Texas 
Governor Stevenson Reviews Its Progress~Analyzes Its Task 


"THE development of Texas from its beginning has been closely 

associated with a recognition of the place of education in 
the maintenance of freedom and democracy. The movement that 
settled and freed Texas was part of the rise of a new concept, in 
Old World and New, of freedom based on understanding, on 
learning. It is logical chat Mirabeau B. Lamar should have said 
a’century ago: “A cultivated mind is the guardian genius of de- 
mocracy.” He was speaking the thought and spirit of frontiers- 
men with whom he associated. And it was logical that these 
words of the forward-looking President of the Republic of Texas 
should*have been picked up by the people and adopted as a 
slogan that has come down to our day. Here was a perfect 
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A Salute to 
The University of Texas 


from Southern Methodist University 


Dr.J.A.Burdine i 
Job of Vice-President 
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Typical pages from the University 
of Texas Edition of The Dallas 
Morning News. 


When a famous university singles out one newspaper 
to carry its messages to the people, “instead of issuing 
a President’s Report,” that’s another honor for the 


archives . . . . another landmark that advertisers 


may steer by. 


Says Dr. Rainey further, 


“Great newspapers are engaged in much the same type of 
work as we are—that of education and public service. When 
such a program is carried on over a long period of time a 
newspaper, like a university, becomes an institution. For 
more than one hundred years now The Dallas News has 
been more than a business organization. It is a public insti- 
tution. We are especially delighted that this section about 


the University of Texas has appeared in your newspaper.” 


The News joins the University in expressing its thanks 
to the advertisers who, through the use of editorial- 
advertisements, helped to make the University Edition 
a complete portrayal of the University’s present cir- 


cumstances, accomplishments and plans. 


It would not be easy to find two sounder, more repre- 
sentative American institutions than The University 


of Texas and The Dallas Morning News. 


TOPS IN AMERICA 


In Permanent Growth of Civilian Population 


The U. S. Census Bureau ranks 
Dallas County among the SLX met- 
ropolitan counties in the United 
States whose wartime growth of 
civilian population has been most 


rapid, and— 


WHICH MAY BE MOST CONFIDENTLY EXPECTED 
TO RETAIN THEIR GAINS AFTER THE WAR. 


filiates: Radio Static 
WFAA and KGKO | 
The Texas Almanac 
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Shall We Draft War Workers? 


Proposals to require registration 
of men and women between 18 and 
50 for possible draft into industry 
or agriculture are now before Con- 
gress, and will undoubtedly receive 
serious consideration. Manpower 
needs have become one of the pri- 
mary problems of the war, and ex- 
tending the work week to 48 hours 
is only one step among many which 
are undoubtedly under considera- 
tion. 

Fortunately the bill covering reg- 
istration of workers provides that 
voluntary methods may be em- 
ployed before enforcing a _ labor 
draft. Since this method has not 
yet been tried, and since there is 
every reason to believe that the re- 
sponse to such an appeal would be 
excellent, it is to be hoped that our 
government will exhaust every pos- 
sibility in this field before attempt- 


sorting and distributing men and 
women throughout the country to 
fill wartime needs. 

The War Manpower Commission 
is believed to have a plan in mind 
for appealing to women without 
young children to enter war fac- 
tories. An advertising campaign of 
this kind, run with the kind of copy 
the facts would justify, would bring 


hundreds of thousands of new 
workers into the picture. Recent 
Gallup polls have shown that a 


majority of women in a position to 
do so would be willing to do war 
work, and even those with young 


Unfortunately the government is 
not advertising on its own, and is 
dependent on the cooperation of ad- 
vertisers for the publication of such 
a campaign as that which the WMC 
undoubtedly would like to publish 
on this subject. Thus far no spon- 
sors for such a project have come 
forward, and the financial require- 
ments for a campaign big enough to 
do the job are so great that it may 
be difficult to obtain the necessary 
support. 


It would be poor judgment to im- | 


pose forced labor assignments on 
American men and women before 
seeing what can be done through 
voluntary methods. Conscription 
for military service is necessary be- 
cause that is the only equitable 
method of providing fighting men 
in sufficient numbers, and logically 


'drafting men and women for labor 
ing the herculean task of listing, | requirements can be justified. But 


| 
| 


| 


since many able-bodied men not 
already employed in essential in- 


dustries and most women are will- | 


ing to do their part in the war effort, 
voluntary enlistment for war pro- 


duction, including agriculture, might | 


well solve the problem. 

Even the task 
skilled men and women for special 
assignments is not too. difficult, 
especially if both training and the 
work itself could be provided with- 


out the necessity of shifting large | 


numbers from one area to another. 
We have not yet tapped our full re- 
sources for labor, nor have we as yet 


children indicated they would do so| presented the case to our people as 
provided arrangements for the care|real selling copy in advertising is 


of their youngsters could be made. 


capable of doing. 


Making Small Copy Pay 


Many comments from leaders in| 


the advertising field have been de- 
voted recently to the always inter- 
esting subject of how to make small 
advertisements pay. Many adver- 
tisers have this problem before them 
constantly, because they must make 
their investments pay out regu- 
larly on the basis of direct returns. 
Other advertisers are giving the 
subject thought, with the possibil- 
ity in mind that with limited space 
available in many media, and with 
further cuts in paper consumption 
more than likely, it may be neces- 
sary to perform a bigger and better 
advertising job in smaller space 
than has been customary. 

Mail-order advertisers 


long time ago that big space is not 


always necessary to do a successful 
selling job. Those who have studied 
direct returns from advertising 
most closely have found that there 


a particular space unit which 


pays best for a given proposition. 
Smaller space does not produce as 
well as the most successful unit, 


while larger space does not bring 
returns in proportion to the added 
cost. 

They have found by experiment 
what headlines and illustrations will 
ring the bell of interest in the read- 
er’s mind, and they stick to the 


}tested and proven elements which 


learned a 
‘ 


have made their advertising profit- 
able. They don’t 
enough copy to tell the story, even 
though it may be set in small type, 
since they have learned that once 
the interest of the reader is aroused, 
he will read the advertisement 
through to the end. 

Naturally the lessons learned in 
making small space pay apply with 
equal force to use of large space. As 
users of small space learn how to 
use advertising profitably, they be- 
come larger advertisers, with heav- 
ier appropriations, more insertions 
and a longer list of media. If 
current conditions make canny users 
of small space, all advertising will 
be benefited, now and in the 
future 


SCARCITY MOTHERS INVENTION 


a = 


—This Week Magazine 


"| can't get the materials!" 


The Helping Hand Club 

It is a strange commentary on 
modern times and the “American 
way of life’ that no single wartime 
measure has created as much dis- 


of training un-| 


hesitate to use| 


sion to stop the sale of sliced bread. 
We are told that the disappearance 
of sliced bread from bakers’ and 
grocers’ bins has caused severe 
|repercussions in the hardware and 
|cutlery trade, where the available 
‘supply of bread knives has long 
|since been exhausted, and where 
|other knives long enough to reach 
from one side to the other of a 
standard loaf of bread are also no- 
ticeable for their scarcity. 

To one who grew up in those far- 
away days when mother considered 
it a normal part of her household 
task to spend one day each week 
|baking, the current alarums Over 
unsliced bread seem incomprehen- 
sible. But then, the crisp, crunchy 
bread from mother’s own bakery 
presented no such slicing problem 
as does the spineless loaf which 
America prefers today. Mother’s 
loaf stood up firmly, even haughtily, 
under the onslaught of the knife; 


MAKE YOUR OWN 
ZIP BREAD SLICER 


on 
<r 


{ 
| 


i } 


* 
”~ 

+ ‘| 
} 
: ae ow 


We Were the First to 
Shee Bread for You--Sept. 19) 
We Show You How 
to Mate Your Own 


Bread Slicer 


& Hemple Prenton! eric That Any Bey Con Mate 
—~ 


but the baker’s loaf sees life in 
a different light. Its method of re- 
sistance is of the feminine variety, 
yielding softly and effartlessly, until 
‘the blade finds itself enmeshed and 
surrounded, advancing but unable 
to score a breakthrough. 

Times and customs change. But 
the fabled ingenuity and resource- 
|fulness of the American mind con- 
tinues to triumph over obstacles. A 
generation of housewives to whom 
the art of bread slicing is as foreign 
as the art of grinding meal, finds 
itself suddenly face to face with a 
crisis of no mean proportions. So 
ingenuity and resourcefulness ride 
out promptly to the rescue. Bakers 
rush into print with clear cut, de- 
tailed diagrams and text explaining 
the technique of slicing bread. 
Housewives learn about bread 
knives and ordinary knives, they 
are coached in the importance of 


cussion and excitement as the deci- | 


' Ad-libbing 


| Starting their cut on the right side 
of the loaf, they learn about “gen- 
tle sawing motions” and are warned 
to keep their eye on the ball if they 
|/wish to cut the slices straight in- 
stead of on the bias. 

All this helps tremendously, but 
it must be remembered that the 
bread-slicing housewife of today is 
a rank amateur, and even with the 
aid of A, B, C directions and clear 
cross-section charts, it may still take 
her until the end of the war to 
acquire enough skill so that her 
husband will compliment her pub- 
licly upon her ability. So more 
ingenuity and inventiveness are 
brought to bear, to make the process 
foolproof, to make certain that the 
veriest tyro can slice a loaf of bread 
in the grand manner. The once- 
familiar bread board is remade from 
its simple, flat state into a sort of 
straitjacket into which the loaf is 
set firmly. Uniformity of slices is 
achieved by inclusion of a “stop” 
piece; straightness of cut is guaran- 
teed by vertical slits in the 
panels; and the whole is offered by 
Leidenheimer Baking Company, 
New Orleans, as a free and unen- 
|cumbered contribution to the peace 
of mind of the housewife. 

Any boy can turn out this bread 
slicer, says the baker; but if your 
boy happens to be one of those who 
can’t turn out anything, or if you 
have no boy at all, Leidenheimer 
/will have one made for you for $1. 
Order it from your grocer, please. 


1 


Locates Salesmen 


Curious to know what has become 
of the former star automobile sales- 
men, now that war has crippled 
their normal pursuit, D. E. Ahrens, 
| general sales manager of Cadillac, 
|recently polled the Cadillac Merit 
Men, an honorary sales organiza- 
tion. He found that about 30% are 
still engaged in the automobile busi- 
| ness, 17% are in some branch of the 
armed services, either combat or 
supply, and the remainder are oc- 
cupied with war production, com- 
munications or some kindred line. 
Of the six Cadillac salesmen who 
| made the crack honor group in each 


of ten years, four continue to sell 
| automobiles. 
Jottings 

You can expect some added 


sparkle in your printing inks, now 
| that Sleight Metallic Ink Companies 
|of Pennsylvania and Illinois are 
associated with National Fireworks, 
Inc., and expect “to work together 
for their mutual advantage and the 
expansion of their business.” . . 
With “conventions in print’ likely 
to become more and more the order 


side | 


~ 


Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 
ADVERTISING AGE, by any nationa} 
advertiser or advertising azency 
executive writing on his business 
letterhead. 


No. 2124. Never Underestimate the 
Volume of Retail Sales in Smal 
Cities and Towns. 


Household Magazine has issued 
this folder, which gives a lot of fig- 
ures about the market represented 
by towns of less than 25,000 popu- 
lation, pointing out that Household’s 
circulation is concentrated in sma]j 
cities where children are most nu- 
merous. ‘“We’ve counted and sorted 
the kids,” the folder says, and tables 
in the folder show them, by age 
groups, total and native whites, by 
geographic areas and by size of 
towns. 


No. 2125. Seven 
Spell Sales. 
This brochure, issued by Station 
WEAF, New York, tells the story of 
seven sponsors who have used vari- 
ous programs on this station with 
successful sales results. The bro- 
chure is illustrated with pictures of 


Formulas That 


sponsors, agency men and talent 
they have used. 
No. 2126. A Miracle Farm Market. 


Station WDAY, Fargo, N. D., has 
issued this booklet, which tells why 
the Red River Valley is called a 
miracle market, giving figures on 
value of farm lands and buildings 
and retail sales. A county tabula- 
tion shows WDAY’s coverage, with 
population and sales data for pri- 
mary and secondary areas. 


No. 2063. New Markets to Con- 
quer? 
This folder, issued by Afro- 


American Newspapers, gives de- 
tailed information about the Negro 
market covered by these news- 
papers. The Afro-papers are com- 
|munity institutions, the folder 
|points out in a discussion of news 
‘coverage and_ editorial features. 
Circulation figures are given, 4s 
well as a description of the papers’ 
sales and merchandising assistance. 


No. 2008. Levelcoat 
Sample Books. 

Kimberly-Clark Corporation has 
issued these four presentation kits, 
which demonstrate, with printed 
specimens, the quality and adapta- 
bility of Kimfect, Multifect and 
Trufect Levelcoat papers and Hy- 
fect book paper. Each kit also con- 
tains unprinted samples for testing 
and comparison. 


No. 2059. Memphis: The City, Its 
Markets and Its Newspapers. 
Memphis Publishing Company 
has issued this new analysis of the 
Memphis market, which is filled 
with facts about the growth i 
business activity of the city and its 
trade area. Tables show wholesale 
and retail sales, a list of the impor- 
tant wholesale and retail out! 
and a circulation analysis which 
gives the county-by-county cover- 
age of the Commercial Appeal and 
the Press-Scimitar. 


No. 1211. The Story of the Talking 
Foghorn. 


| Free & Peters has issued this b 
chure, which tells the story 

Sonovox, the acoustical deve’ 
ment which puts the voice of alm 
any kind of animal, machine 

|musical instrument into words. |! 
jthe story, specifically, of Le" 
| Brothers’ use of the device for ' 
Lifebuoy program. 


and Hyfect 


No. 2035. Time in Washington. 
Time’s circulation in Washingt 


of the day, we suggest that some|D. C., is the meat of this bo 


good ideas on handling such stay- 


which contains a name-by-n@ 


at-home gatherings can be secured | list of officials in 13 federal depa' 
from American Paint Journal, St.| ments and agencies who are regu 
Louis, which did a swell job for the readers of the magazine. A descr 


National Paint, Varnish and Lacquer 
Association last year. .. 


tion of news gathering facilities a" 
circulation methods is included. 
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Formica Continues 
Full Advertising 


| 
| 


. x . | 
As a result of the success achieved . ak iy l Ys on ah , — 
by its one-column advertising in ° . APA s 
i j i i towns of less than 20,000 popula- | 
Budget in 1943 mtaassines" Paramount, Pours «| During 1942: Lon the APA'repetente 2008 of] ORK KR ROR KF 
‘ncinnati, O., Feb. 17.—The | +o additional media. Liberty, True New York, Feb. 16.—Country and these for national advertising. | + 
a Insulation Company, man-| story and American Magazine have suburban weekly newspapers in- Although operating costs and | T Ik di 
oor of laminated plastic prod-| peen added to the “one-column” list. creased circulation by an average of|circulations have _ increased, the * 0 ta irect y * 
4 ntends to continue advertising| Jp addition, special two-color ad- | 5'%2% during 1942, according to the|average rate for the 4,888 news- / 
ue pe acetime products even though vertisements will be used in Cosmo- 1943 Directory of Country and Su-| papers represented by APA has “a * with 387,226 — 
i ha: converted to production of| nolitan, American, Redbook, Liberty |burban Town Newspapers released | creased pg 4 “ — an inch, 
vital parts for fighting planes,|and True Story, primarily to mer-|this week by the American Press Included in the ae ye ae. | business leaders * 
cording to J. Roger White, sales|handise special Technicolor re- | Association. formation on — ion, % r coe * 
and advertising manager Of the | jeases, Total circulation increase of the|ing rates, mechanical requirements, | ye 
company. Copy will be educational consuiaiplinminints weeklies was approximately 800,-|and alcoholic beverage policies. vs . 
»formative, stressing the useful 000. onions 
and inte Agency for Renown Stove ——— 


properties of laminated plastics. 


In “The Formica Loud Speaker,” 


company Magazine published for|troit, has been named to handle ad- | during the first year of war, only| James F. O’Connor has been ap- * FIELD... 
-ales and engineering staffs, repre-|vertising for Renown Stove Com-|4% of the weeklies have discon-| pointed assistant treasurer of Erwin, 
sentatives throughout the country | pany, Owosso, Mich. tinued operation, most of these hav- | Wasey & Co., New York. 


have been told that Formica “will 
nave to use general copy that does 
not offer anything for sale.” 


No “E” Award Promotion 


“There will be no extensive ad- 
vertising based on the fact that 
Formica has received the Army- 
Navy ‘E’ Award,” the house organ 
continued. “This is in accord with 
the company’s policy and the desires 
of the Army which regards the 
award as an honor for the indi- 
vidual workers to stimulate their 
effort in war work, and objects to 
commercial exploitation of the 
award.” 

Underlying purpose of the new 
advertising campaign was pointedly 
dwelt upon in Mr. White’s statement 
that “advertising is to continue 
without change in amount even on 
decorative material, manufacture of 


Paramount Expands 
Magazine Advertising 


Simons - Michelson Company, De- 


Weeklies Increase | 


Circulation 542% 


Despite manpower and advertis- 
ing revenue difficulties experienced 


ing circulations of less 
the association reported. 
The new directory includes all 


O’Connor Appointed 


than 1,000 | Marine Progress’ Moves 


Offices of Marine Progress, New 
York, have been moved to 90 Broad 


* THE BUSINESS 


LEADER IN 


which has been stopped, in order to 


protect our markets in that field and | 


have the requirements lined up 
after the war that will permit us 
to employ the men who have left 
to join the armed forces.” 


JWT Shifts Two 


Frank Denney, formerly with the 
Seattle office of J. Walter Thompson 
Company, has been transferred to 
the agency’s San Francisco office. 
Jack Privett, formerly head of re- 
search in JWT’s San Francisco of- 
fice, has been transferred to the 
agency’s Los Angeles office. 


TIED FOR 


ee ee 


PERCENTAGE 


eee ee TOU 


OF LISTENERS.....27.5% 


According to the Hooper “Continuing Meas- 
urement of Radio Listening” report (June 15th 
through Sept. 1942) of seven Boston stations. 


Ts is the story of an independent radio station that is 


Free Copy 


Get Your 


If you have anything to do 
with advertising, dealing with 
the transportation and distri- 
bution of freight, whether by 


doing a single-handed job in Boston . . . . a station that by 


sheer popularity, and without benefit of network, is a major 


factor in this market. W ORL is the station to watch... . 


rail, truck-trailer, water, or 
air, this free 50-page manual, 
"A Guide to Effective Freight 
Transportation Promotion,” 
will be of interest to you. 
Write for your free copy to- 
doy. Factual data in this man- 
ua! is based on a Ross Federal 
Research Corporation study. 
This manual discusses, among 
other things, opportunity for 
Promotion of war and post- 
wor freight services, influenc- 
ing factors in selecting of 
freight carrier service and 
Problems encountered, what 
Shippers want stressed in 
freight advertising, and shows 
over fifty examples of current 
freight advertisements. 


'raffic World 


0 S. Market Street, Chicago, Ill. | 


WORL is the station to use. It’s “Boston’s Best Buy.” 


a 
a{ 
* @%ar) 
\ L,/ 


THIS LITTLE BUDGET WENT TO THE 


"920 CLUB’ 
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Handbook Gives 


February 22 1943 
$= 


Campaigns Agcing, 


| schools and vitally-needed war! STANDARD ACCIDENT 


materials. “Fight fires before fires FFE TIME 
| Start” is the slogan adopted for the o RS WAR AIDS 


| radio script suggestions, window 
displays and posters, and advertis- 
ing novelties. Direct mail is urged | 


‘drive. Central agents are offered Detroit, Feb. 17.—Insurance BRIS 1 ono eel eer = | i . ve 
| _2-column by 5-inch mats of the| Will find direct mail a vital neces- po ‘Seek cee oe for personal Heavy Fire Losses 
nsurance gen $ — series free, to be inserted in md — the wartime period, precstBicci = ssr , London, Jan. 28.—Brit: a at 
ocal newspapers to coincide with|Standard Accident Insurance Com-| . soon open war on ] — SE 
Ad fi o Aid the magazine copy. pany believes, and it plans to send Promotion for Houghton | losses, ‘with emaa on rd ~ 
out additional aids for its agents. Harry E. Houghton has been pro-| individually and as a gr _ le 
ver Ising l .) Can Be Helpful | Since last fall, the company has|™oted to the post of vice-president | ing the stonien, ting = th 
__ “We honestly believe that the/| urged agents to use direct mail in| i" Charge of sales of Brown Com-| The Fire Office’s Comin 
Mutual Company Lists |28ent who heeds the advice and| telling prospects and assureds about | P@ny, Berlin, N. H. Mr. Houghton | which represents about 70...“ K 
C , recommendations outlined in this|burglary coverage, automobile and |W@S formerly with Sherman K. Ellis | companies, will limit itself io 1° 
ampaigns Based on primer’ will be surprised to learn) personal liability insurance. Other |* ©°-.and Geyer, Cornell & Newell, | ice of posters in warning tl eo U 
Pr ° V how much advertising can do for services will be featured in addi- New York. that every fire sunbente 4 " sale 
emium VYoiume him,” the company says in a con-| tional mailings now being planned. | . ae oe es ‘in wartime, and that eee pl 
cluding message. “He'll wonder| Standard has issued a catalog for Garfinkel Gets Seeds should practice fire preventi i. ae Bl 
Van Wert, O., Feb. 17.—The Cen-| why he was ever satisfied to go| agents’ use, containing suggestions) Advertising of the Pacific Coast poster points out that m all se to 
tral Manufacturers’ Mutual Insur-| along on a ‘hit or miss’ basis.” for developing lines of casualty and | division of Northrup, King & Co | by fires in 1942 could hav ny nee 
Bee ance Company came up with an Howard Swink Advertising| bonding coverage, and describing! field seed marketers has been | the construction of 2,000. — . 
advertising “first _ this week—a|Agency, Marion, O., directs the folders, inserts, blotters, copy for| placed with Sidney Garfinkel Ad-| planes; none of these fir Titer 
novel handbook of insurance adver- | account. newspaper ads, sales letters and|vertising Agency, San Francisco ca d by th ” bm Pl 
tising designed to show agencies , ; usea Dy the enemy and an esti. W 
how to maintain sales and services 


despite wartime problems. 

Central presents in the 36-page 
textbook its answer to the ques- 
tions of whether insurance agencies 
should advertise; how much they 
should spend; what advertising is 
best for small, medium-size and 
large agencies; and how advertising 
can be planned to produce the most 
effective results. 

The company realized months ago 
that the average agent was going 
to bump up against many unusual 
sales problems in 1943. “While many 
conditions promised to be favorable 
for increased premium _ volume, 
shortages of tires and solicitors indi- 


cated that it would be _ increas- 
ingly difficult to make _ personal 
contacts with prospects,’ Paul W. 


Purmort, secretary - treasurer, ex- 


plained. “Naturally, many agents 
will bridge this gap with advertis- 
ing, and with a larger percentage | 
of sales costs going into all forms| 
of printed selling, we decided it 
would be doubly important for 
every agent to know more about 
advertising procedure.” 


Reasons Cited 


Successful agencies are advertis- 
ing now, the handbook declares, to 
make friends of new prospects; to 
supplement solicitors and conserve 
automobile miles; to aid the war 
effort by helping eliminate unneces- | 
sary fires which hinder war produc- 
tion and damage home morale; and | 
to maintain contact with assureds as | 
well as the general public. | 

Stressing the importance of| 
planned advertising, the mutual} 
company lists the various types of 
insurance advertising available and | 
suggests five campaigns based on} 
premium volume for agencies in the 
$10,000-$20,000 class up to those 
whose volume exceeds $75,000. 

A highlight of the book is a com-| 
plete direct mail campaign of 10 
pieces. Suggested newspaper adver- | 
tisements, folders, booklets, blotters 
and other forms of promotion are 
arrayed for selection. A section of 
the handbook outlines Central’s own 
nationa! advertising plans for 1943. | 


Expands Own Budget 


Expanding its budget, the com- 
pany will run a series in The Satur- 
day Evening Post pointing up the | 
damage fire—the “fifth horseman”— | 
can cause to homes, factories, | 


When Color Plates 


are to be made from 


Trees expensive and 
time-wasting problems 
frequently arise. But a fine 


Chromart Print 
Koda- 


made from your 
chrome gives you the 
straightforward production 


routine of black & white. 


4 Chromart Colorprint is 
superb art-copy that can be 
lettered-on, pasted into art- 
work. retouched. dramatie- 
ally displayed - a 
Kodachrome Film cannot. 


Write! 


= ° 
Prices start at $38. 


PHOTOCHROME 


837 N. Fairfax. Hollywood 


Thirty-four years ago, Charles R. Moun- 
tain of Polk County, lowa, took two weeks 
off from farm work to attend a short 
course at lowa State College. Here his 
interest in Guernsey cattle was aroused. 
From then on, the honors awarded him for 
the advancement of his chosen breed 
require much space in Who's Who in lowa. 
Much of his success he attributes to 


on the cover of 


Mrs. Mountain who, despite many com- 
munity activities, has always carried on 
a vast amount of the detailed book work 
concerning the herd—as well as other 
farming operations. 

You'll see Subscriber Mountain's picture 


Successful Farming. It is a true symbol 
of Heart Region success. 


the March issue of 
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— qu ape bt ee -_ 0 , ’ 7 
t mated 50% might have been pre- Tests Copy for Asks Increased Funds Malone Opens Office 


vented by reasonable care. 
S individual companies are putting | 
the disposal of the campaign the | 


at | 
oe they would normally use in| 
” nev | 
Bg tel nd wall cards will round out | 
* the Ure prevention drive. | 


., Klemfuss Heads New 


ie USS Radio Division 

ic Network and local commercial 
se programs will be provided with 
e guest appearances of bombed and 
e torpedoed mariners through a new 
st radio division organized by United 
dd Seamen’s Service. 

ar Harry C. Klemfuss, commercial 
is blicity man formerly associated 


Converted Rice 
Newspaper space is being used by 
James & Harwell, Houston, to test 


Uncle Ben’s Converted rice. 

Rice conversion, according to the 
copy, is a new method of processing 
and milling rice which retains in 
the milled product “the highest de- 
gree attainable of each of the vita- 
min B complex constituents and 
other water soluble food essentials 
found in the unmilled grain.” Copy 
is placed direct. 


Smith Promoted 

E. E. Smith, until recently in the 
Philadelphia territory, has been ap- 
pointed sales manager of Universal 


Members of the Connecticut De- 


before the Connecticut General As- 


, agazines. Book-|the market appeal of a new product,| sembly, have requested a $30,000) | 
apers GAS magazines -_ iy 4 /annual increase in the budget for War Advertisers 
advertising and promotion. The total| New York, Feb. 17.—Abbott Kim- | 


/budget sought for the next fiscal | ball Company has released a basic 
year is $105,750, of which $51,052 | checklist of 83 questions for war- 
is for advertising and promotion to|time advertisers who either “have 
attract new and relocating indus- | no goods to sell,” “have some re- 
tries in Connecticut in the postwar |strictions,” or “have goods to sell.” 
period. Questions have been subdivided 


ergs” =. - under six different headings: gen- 
Janet Child with KVOA ‘eral, media, copy, layout, business 
Janet Child former Chicago | 24 publicity. The list, which has 
agency executive who served with oe revised to enOes aaa ie 
MacFarland, Aveyard & Co. and Mc- | abbott ibd in sieaadnn iO 
Giveran-Child, in which she was a | paigns for its clients. 


| 


Agency Checklist — 
Peers srageene Commission, appearing Designed to Guide | office in First Central Tower, Akron, 


1O., as a business consultant, special- 


Norman E. Malone has opened an 


‘izing in employe relations, mer- 
| chandising, sales promotion, etc. 


Jacobs to Reiss 


Ruth Jacobs, formerly with 
‘Gotham Advertising Company for 
|ten years, has joined the copy staff 
of Reiss Advertising, New York. 


Power Now Space Buyer 


Marie C. Power, formerly with 
Gardner Advertising Company, has 
joined Jones & Brakeley, New York, 
as space buyer. 


i- itl WMCA and Hotel McAlpin, 
the new division. 


— heaa 


Paper Products Company, Chicago. | of Station KVOA, Tucson. 


principal, has joined the sales staff 


_— 


Te picture may not resemble a Board of Directors’ meeting 
—as you know it. But at business meetings such as this, America’s 
agricultural destiny is decided. For this husband and wife are typ- 
ical of the “directors” who run America’s biggest business— farming. 


And because these folks are Heart Region Farmers, they have a 
share in producing more than 52 per cent of the Nation's farm 
wealth—this year, every year. Helping and guiding them you'll 
find Successful Farming. 


For more than 40 years, this magazine, Successful Farming, has 
been the authoritative guide of Heart Region farmers in solving 
problems of farm business practice, farm living and farm buying. 
This, because its editors—who virtually live with their readers—real- 
ize that farming is regional, and shape their editorials accordingly. 


Because of this intimate, down-to-earth, practical editing, Success- 
ful Farming has a definite influence on the buying, as well as living 
habits of its readers. They emphatically prefer it to any other farm 
magazine. 


Successful Farming’s 1,200,000 circulation is concentrated in the 
Heart—gives advertisers dominant coverage in the region which 
this year and every year produces the most of the nation’s agri- 
cultural wealth. 


More than a score of the nation’s leading advertisers are using 
Successful Farming as their exclusive farm magazine. They know 
Successful Farming is the basic farm magazine on any schedule. 
Meredith Publishing Company, Des Moines, Iowa. 


SUGGESSFUL 


FARMING 


The Magazine of Farm Business and Farm Homes 


| For advertisers who have no) 
'goods to sell, general queries in- | 
| clude: 

1. Have you compared, carefully, | * 
the merits of advertising (a) that 
‘renders a direct service to the) 
|reader (ideas that help win the war, | 
'the peace, etc.), (b) that renders | 
‘an implied service (information 
about war production, winning of | 
“Be, O00.)7 

2. For a direct service program: 
|Have you checked which appeal fits 
in best with your business—war 
|bonds, scrap, nutrition, gas and 
‘rubber conservation, Morale, post- 
| war ideas, etc.? 


| 3. For an implied service pro- 
gram: Have you checked on these 
angles—advertising to help (a) in- 

crease your production, (b) build | 

employes’ morale, (c) conserve your | 

products, (d) create public good 

will for your industry? 


4. Does your present war adver- | r) 
tising have as much individuality 
as your prewar advertising? Will 


it build good will specifically for 
your company by “standing out” | 
over your competitors’ advertising? | 


Over any other war advertising? | 
5. Does it have a dominant idea 
that will last for the duration? Yet | 


is it flexible enough to change, in| 
degree, with the fortunes of war? 

6. Does it have a possible “fol- | 
low-through” that can be used after | 


the war? 
Advertisers with “some restric- 7 
tions” are asked: 
1. Does your present advertising | 


suggest hoarding, even indirectly? 
2. Is an advertising background 
being developed that would make it 
easy to “change over” to all-out war 
advertising, should your merchan- 
dise be further restricted? 
3. Is your advertising perhaps L 


ment stores, what about the coming 
government restrictions on retail 
store space units? Its effect on your 
cooperative advertising? On size? 
On frequency? On grouping with 
related merchandise? 


Appoints Henri, Hurst 


Aims at Latin Market 
Wintersmith Chemical Corpora- 
tion, Louisville, Ky., has begun 


to make it as interesting as you 
ualties, will your next campaign 
Has it a simple, foolproof, basic 
have you reexamined to be sure you 

5. If you sell through depart- 

- 

to direct advertising of Curity surg- 
ical dressings, adhesives, sutures 
and first aid products, as well as 
advertising in Latin American coun- 


| “too-selling”; will it create a greater | 
would a new product, or is it a “tag | 
line” effort? 

5. Are you doing everything to 
inform the consumer how to make 
your merchandise last longer? 

For companies with goods to sell, 
look too much like “business as 
usual?” 

2. Does your present advertising 
express, in selling terms, the aspi- 

idea? 

3. Have you examined every iol || (! 
are not dragging in, rather than 

tying in, the war effort? 

Bauer & Black, division of the 

elastic goods items Ruthrauff & 

tyan continues to handle Blue-Jay 

i | ld 

tries, using newspapers and maga- 

zines in addition to 18 radio stations * * 


demand for your merchandise than 

general questions include: 

rations of the new money market? 

possible way to tie in government 

4. Does your present advertising ] 

Kendall Company, has appointed 

foot products 

Export Advertising Agency, Chi- 


|your dealers can supply? T 
4. Is your “Help-the-War” ad- 
vertising effort part of your product 
advertising? Or does it run sepa- 
rately? If it is a part, do you try 
1. In view of coming heavy cas- 
objectives? If you’ve succeeded, 
suggest hoarding, even indirectly? 
y 
Henri, Hurst & McDonald, Chicago, 
cago, handles the account. 
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February 22, 194) 


Uses ‘Know-How’ Copy 


To the Editor: I was very much 
interested in reading Barton A. 
Cummings’ letter in your Jan. 18 
issue on wartime advertising. 

I thought you might be interested 
in seeing the attached proofs which, 
I believe, cover point 2, “Wartime 
Information for the Public.” These 
Allis-Chalmers ads are running cur- 
rently in publications reaching con- 
tractors and public road officials. 

JAMES M. COSTELLO, 


Bert S. Gittins, Advertising, 
Milwaukee. 


a, ae 


Seeks Adman-Produced 


Industry Relations Copy 


To the Editor: I have noticed your 
various articles on the potentiality 
of the advertising department and 
advertising agency as a factor in in- 
dustrial relations activity in these 
war-production days. 

Having been an advertising man 
in former years, and being an in- 
dustrial relations man today, I can- 
not help observing a rather interest- 
ing situation, namely that advertis- 
ing men _ producing production- | 
morale literature often know more |} 
about “presentation” than they do 
about industrial relations, and that | 
the industrial relations men who at- 
tempt to produce production-morale | 
literature know more about indus- 
trial relations than they do about 
“presentation.” 

Surely, there must be some in- 
stances where advertising skill and 
industrial relations knowledge have | 
been happily combined in the same | 
place at the same time. If so, | 
would like to hear of it. I would | 
like to see specimens of such work. 
Therefore, I would gladly invite 
any of your readers, who have seen | 
good industrial relations literature 
produced by any advertising agency | 
or advertising department, to be 
kind enough to send me a specimen 
copy for my personal collection. I 
will send each man a friendly and | 
sincere letter of thanks. 

BEN TRYNIN, 
Pasedena, Cal. 


+ VT ¥ | 


‘Man of the Year’ | 


To the Editor: Perhaps you might 
be interested in the front cover of 
the current issue of our magazine, 
“Gruen Time,” a copy of which is 
enclosed. 

We bow respectfully to Time, Inc., 
for the idea of choosing a Man of 
the Year, but we do think our choice 


| 
| 
| 


| 
} 


} 


| 


is newsworthy since no individual 
was chosen and since the selection 
of the Minute Man is a symbol 
which represents something in all | 
of us. 


H. L. NATIONS, 
Publicity Director, Gruen Watch 
Company, Cincinnati. 


- = 


Seeks Subjects for 
Postwar Discussions 


To the Editor: Reading my Feb. 
8 copy of ADVERTISING AGE, I again 
enjoy the observations and reflec- 
tions in the Ad Man’s Diary. Was 
interested in how he spent the eve- 
ning of Jan. 27. I, too, sit around 
occasionally with a group of adver- 
tising men to discuss the postwar 
world. 

We started to talk 
about private enterprise and the 
New Deal, but even the most stal- 
wart champions of the free enter- 


months ago 


prise system in a postwar world 
have weakened somewhat in the 
face of what the administration is 
planning and, as many believe, | 


Voice of the Advertiser 


This department is a reader’s forum. 


FARM AID 


“Wartime help" toward longer tractor 
life and reduced upkeep is offered in 
this copy of Allis-Chalmers Mfg. Co. 


already doing toward socialization. 
If he has the time and the inclina- 
tion, I would appreciate a more de- 
tailed sketch of what Ad Man thinks 
such groups as ours should discuss 
or plan at these meetings. Our group 
is made up of an owner of a large 
drug jobbing house, a_ university 
dean, four advertising managers of 
national accounts, a market research 
man, the secretary of our industrial 
bureau, a young lawyer, a labor re- 
lations man for a large steel com- 
pany, a printer and myself, a direct 
mail peddler and past president of 
the St. Louis Advertising Club. We 
are trying to discover some plan for 
harnessing the power of all sales 
and advertising to some worthy ef- 
fort in behalf of postwar economy. 
Any suggestions he would make 
would be much appreciated. 

Don’t forget to keep up the diary. 
We all enjoy it very much. 

G. J. LEHLEITNER, 

Commercial Letter, Inc., St. 

Louis. 
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Advice to Artists: 
Know Your Flags 


To the Editor: Some of our com-| 
mercial artists are getting careless | 


about what we used to call “pic- 
torial facts.” In giving the artist 
free reign in every other respect— 
as we must to get any real stuff out 
of him—we still have to hold him 
responsible for pictorial accuracy. 
This is doubly true about flag 


facts, whether it’s our flag or some 


other flag. 

Artists should clip for the morgue 
that article in American Legion 
Magazine for November, demon- 


of the flag have very specific mean- 
ing.” But it isn’t just our flag that 
has significant elements! 

enemy’s flag, for instance: 


One of the Wrigley posters—re- 


gardless of its genius—is spoiled for 
me because of the number of rays 
it gives to the (so-called) rising 
sun. You can draw a sun with as 
many rays as you like, if all you 
want is a rising sun; but there is 
nothing sinister about a rising sun. 
It becomes ominous and significant 
only when it has the SIXTEEN rays 
or the simplified eight rays—for 
| then only does it stand as a symbol. 
| If we had paid less attention to the 
| Gilbert & Sullivan opera conception 
of the Mikado’s empire, and less 
|missionary zeal trying to teach 
| THEM and used our ninety years 
| intercourse to LEARN WHY the im- 
|perial chrysanthemum emblem 
MUST have exactly 16 petals, and 
|why the flag (which Townsend 
Harris innocently helped to design 
at that hurry-up meeting when the 
shogun regent signed the “fair 
treaty of the American Harris” as 
jthe only alternative to something 
| worse) converted the Tokugawa 
| disc symbol flown by Japanese ships 
to Manila and Mexico in the XVIth 
Century into a new symbol of the 
Sun Goddess, conforming to the 
|}emperor’s own emblem,—if we had 
studied these people from their own 
angle all these years instead of 
treating them as a side-show, we 
would now be better 


Letters are welcome. 


Take our 


psychologically—for coping with the 
Pacific problem. 

The 16 ray sun on the Japanese 
flag and the 16 petals of the imperial 
emblem are one and the same in 
Japanese eyes—and both are a 
“blind” for our eyes to throw us off 
the scent. They are a pledge and a 
promise, reiterated since 1858 and 
understood by every Japanese from 
earliest childhood as an amplifica- 
tion of the 4 points of the compass 
(the original conquest of central 
Japan), then the between - points, 
and finally all between points. 

In other words, the flag and the 
chrysanthemum are a propaganda 
device to keep the people sold on 
the idea that if they will all coop- 
erate and obey orders regardless, 
why then they will someday rule 
the world. So every time a Japanese 
boy or girl looks on these he be- 
comes emotionally polarized and has 
no more will than the insect flying 
through darkness to some blazing 
light. I just wish some of those 
brash critics of advertising who harp 
on “tropism” as our great crime, 
would take a little time out and 
study what real tropism is—for this 
is it, chaps, this one-pointedness of 


the Japanese mind! 


The Japanese mentally “boxes the 
compass”’ with his 16 petals or rays. 
Legends, which are the bible of 
Japan, teach the significance of the 
4-8-16. When Jimmu established 
the World Throne he did it first by 
sending his 4 generals North, East, 
South and West. Then when they 
reported the “reed plain” was con- 
quered, Jimmu according to legend 
uttered just 4 words—“Eight direc- 
tions, one sky.” The 16 rayed chrys- 
anthemum or sun is the veiled ref- 
erence to this legendary promise 
that the Throne established by 
Jimmu would one day extend its 
power “IN ALL DIRECTIONS” 
over the world. Emperor Komei 
was Officially rubbed out because he 
was too intelligent and independent 
to accept Hotta’s Memorial to the 
throne on this Divine Mission, and 
his 14 yr. old crown prince became 
the Meiji emperor. The name sig- 
nifies the “task” for that reign, and 
each reign name since was selected 
to show the people what was to be 
accomplished by that reign—almost 
like a Gant chart, to show produc- 
tion schedule! Anyway, it’s a prog- 
ress report, and every Japanese 
understands that the reign name of 
Hirohito being “Showa” means 
“Peace Through Justice’—and this 
as Matsuoka tried to tell us means 
that peace can only come when the 
world recognizes the justice of put- 
ting itself under the sublime rule of 
the Japanese emperor! 


a; 


The people understood that 4, 
time was ripe when they were ack. 
to subscribe to the Hak! . 
erected for the 2600th anniv.) 
of the founding by Jimmu. 7); 
hunk of Outdoor Advertisi; 
150 ft. column, the 4 side; in 
the points of the compass anq the 
corners significantly emblen 


how they expect to dominate h- 
eries, Manufacturing, and two other; 


I can’t remember from the picture 
but one I think was Army. | hay, 
searched diligently but hav 
found one picture, and that ;; 
Japanese publication. Yet Hak, 
Ichiu means “Eight Directions” ang 
this Outdoor Column, some?! 
like an obelisk but with 
meaning, is actually inscribed ang 
dedicated as “the central pillar . |. 
to support the roof of the worlq” 
and the Emperor even wrote 
New Year’s Poem about the worlq 
being one happy family UNDER 
ONE ROOF! Gosh! If I were a 
Doolittle seems to me I would cente, 
attention on that column in Tokyo 
—knowing that symbolism works 
both ways: shatter the symbo! and 
you shatter the illusion. 

But hey! All I am trying to say js 
please ask our advertising artists to 
put 16 rays in their Jap flags and 
chrysanthemums — if they expect 
them to mean anything. I've a long 
list of culprits who forgot to look 
in their morgue for the flag facts. 

CAROLINE W. CARTER, 
Boston, Mass, 
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Department Store Sales 
are Higher than Ever 


Before! 


A BOOTH Newspaper MARKET 


strating the fact that “the elements | 


Flint is a plus-market on U. S. 


Department of Commerce Reports 


contact! 


. in the bull’s-eyve area of Ameri- 


‘a’s Largest Wartime Market... 


Michigan! Last 


sales were up 27° compared to 


month’s 


high. . 
retail 


density of coverage or certainty of 


Newspaper reading is at a new 


. and the Flint Journal is 


an outstanding example of this 


prepared — 


fact. Swing shifts or no swing 
. ’ Tgee 1 . = « ry, ‘ ‘gf ‘a sa ry “ve . . 
last year! Industrial payrolls are shifts, Flint families don’t miss 
higher than ever before. seeing the Journal. 
Phe Flint Journal carries your kor more information on the 


advertising message to this impor- 
tant wartime market practically 
No other adver- 


house by house. Street, New 


tising medium can give you such 


Flint Market ... and the Journal 
all I. A. Klein, 50 KE. 42nd 


York, or J. E. Lutz. 


435 N. Michigan Avenue, Chicago. 
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Rollins 


The new Rollins hosiery made of Celanese 
yarn looks like silk, keeps its shape and is 
longer-wearing, Rollins Hosiery Mills will 
tell women in its magazine promotion. 


Rollins Promotes 
New Hose Made 
of Celanese 


Des Moines, Feb. 17.—Two famous 
trade names—Rollins and Celanese 

ire combined in the presentation 
of a new rayon stocking to Ameri- 
can women via the pages of Har- 
per’s Bazaar, Mademoiselle and 
Vogue. 

The maker, Rollins Hosiery Mills, 
Des Moines, merchandised the new 
hosiery thoroughly to leading retail 
department stores in advance of the 
full-page advertisements which this 
month are announcing the hose to 
consumers. Celanese Corporation of 
America, which produces the yarn, 
also has distributed a_ broadside, 
“Washington Report,” quoting col- 
umns from Washington newspapers 
in which fashion editors describe 
the new “miracle hosiery.” 


In Capital First 


The hose were introduced in the 
capital and won an_ enthusiastic 
reception. “This revolution in ho- 
iery proves what Celanese Cor- 
poration has always maintained— 
that all rayons are not alike,” the 
company declared. ‘‘The experiences 
of manufacturers, buyers and the 
all-important consumers confirm 
Celanese’s conviction that this new 
yarn will be as important in the 
hosiery field as Celanese fabrics are 
in outerwear and underwear.” 

The Celanese fiber is an acetate, 
not a viscose which is used in other 
rayon hose, and Rollins emphasizes 


“SELLING” STRENGTH 
ot “Signal” Strength 


| in 
» brouglreplies £9 ord 
952 Hundr<c nots 


one example how WDZ’s “DIREC. 
‘NAL PROGRAMMING” works. 
n how your National sales story can 


Aimed EXCLUSIVELY 
at the 70% who 
work with their Hands 


may be surprised 
e action your “sell” 
generates through 
ble WDZ hands. 


WIZ 


on?—For 21 years TUSCOLA 
e studied, lived 

the psychology of ILLINOIS 
olks who work with 
r hands. 1000 WATTS 


us help you mold appeals into a 
io selling package patterned for the 
© masses” you must sell in so many 
kets. Contact us, or . 

WARD H. WILSON CO., Representatives 
New York, Chicago, Hollywood, Seattle 


we \<e@ a JES] 
Letters in One Year!! 


ADVERTISING AGE 


this feature in its spring copy, which 
tells women that the sheer stockings 
not only “look and feel like silk” 
but retain their shape, are longer- 
wearing because they are treated 
with an exclusive Secre-Seal finish, 
and dry overnight. The hose, offered 
in three new spring shades—blonde, 
brunette and auburn — retail at 
about $1.15 a pair. 

Rollins is credited with being the 
first manufacturer to produce the 
Celanese hose successfully. Viscose 


rayon has to be coddled when it’s 
wet and may take from 24 to 48 
hours to dry, the company main- 
tains. Besides, it bags and droops 
at the wrong places on an otherwise 
shapely limb. 

Retailers have been urged to tie 
in with the national advertising by 
arranging attractive window dis- 
|plays and by using company-pro- 
| duced suggestions for local copy and 
|layouts. A mat service is offered 
| all dealers handling Rollins hosiery. 


Burn-Smith Named 


Station WJLB, Detroit, has named 


representative. 


€ : . 
ing, the contract provided for a five- 
Leases, Meters, |year lease on the face, and for “an 
. s additional like period of 60 months”’ 
Bible Print, All in “bible print” on the back. 
- Further, FTC reports, some of the 
In One FTC Case signs were hooked up with meters, 
; so that the payment of rental could 
babes gam D. on se Site be gecomplighed by dropping coins 
print and concealed clauses figure} in the slot. e Robinson company, 
prominently in the complaint just| the complaint said, installed meters 
issued by the Federal Trade Com-|in a manner which deprived the 
mission against H. L. Robinson | users of electric current for their 
Company, Portland, Ore., a neon) entire establishment if the meters 
sign maker. were not fed at the times and in 
According to FTC, Robinson sales- | the amounts required by the leases. 
men made many contacts with small Se a : 
business men who had little experi-| Joins ‘American Legion’ 
— iH se a Ruth Marschel, formerly on the 
ing. *iubert by. Mobinson, Head of! promotion staff of Collier’s, has been 
the company, and his salesmen, so| named promotion director of Amer- 
whatever the prospect desired in| She succeeds Margaret Sidney Ea- 
the way of a lease—a period of trial,|ton, who has joined the Blue Net- 
a stated number of years, or an in-| work. 
stalment purchase contract. eaaananiaiiaiats 
But, says the FTC, the respondent |. ’ 
was careful not to let the purchaser | Aces’ Names Celdon 
read the back of the triplicate con-| Celdon & Associates, New York, 
tracts signed, and discouraged the| publishers’ representative, has been 


Burn-Smith Company as national | reading of the face of the contract. | appointed national representative of 


The verbal conditions notwithstand- | Flying Aces. 


WLOL Promotes Two 


| H. Elmer Westmoreland has been 

promoted to general manager and 
|elected a vice-president of the In- 
|dependent Merchants Broadcasting 
| Company, controlling WLOL, a Mu- 
| tual affiliate in the Minneapolis-St. 
| Paul area. Harry McTigue has been 

appointed assistant general man- 

ager in charge of programming and 
| production. 
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| People are not in the habit of trusting someone 


| else with a highly prized possession unless they 


have faith in that someone else. 


That is why we are proud of the fact that prac- 
tically every organization in this area which 
has won the Army-Navy Production Award 


has bought time on WGAR exclusively to 


broadcast the ceremonies. 


Recently, upon helping employees of The Bryant : = % 


Heater Company (and the famed 


raise the ‘‘E”’ flag on their mast, we chalked up 


the sixteenth such ceremony which WGAR has 


been chosen to air. 


All of these broadcasts are pointed to aid the 
war effort. ..to turn workers from nonessential 
labor toward the war plants, to encourage 
war bond purchases by the public through 
demonstrating how invested dollars are being 


turned into arms. 


These WGAR programs may not win the war, 
but they will Ae/p. 


Bryant pup) 


P.S.—Six other Cleveland industrial firms are 

sponsoring regular broadcasts over WGAR to . 
‘ Te , B 

recruit man power, aid in employee and public 


relations, keep alive product names. 


G 


Edward Petry & Company, Inc. 


ASIC STATION 
ROADCASTING 


.A. Richards, President; John F. Patt, Vice Pres. & Gen. Mgr. 


COLUMBIA 
SYSTEM 


Notional Representative 
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New Food Items 
Help Jewel Tea 
Step Up Sales 


Vitamin Capsules and 
Coffee Stretcher 
Added to List 


Chicago, Feb. 17.—Food stores 
operated by the Jewel Tea Com- 
pany during 1942 dropped a total of 
251 items—practically all of them 
war casualties—but the company 
found and introduced 229 new items, 
it disclosed this week in its annual 
report. 

Jewel operates 154 stores in Chi- 
cago and the suburban area, all of 
them self-service units of medium 
size. All except one have meat 
markets. Seven of the stores and 
11 meat markets were opened dur- 
ing the year, despite wartime prob- 
lems which beset retail food organ- 
izations. 

Through salespeople who call on 
customers in their own homes, the 
company also operates a route de- 
partment in 42 states and the Dis- 


$4,649,484, compared with $4,970,102! $150,820 during the comparable | 334,214 during the comparable $90,401,470 during the same 
|a year ago. 


during 1941. 


G. C. Murphy Company 

Net income totaled $2,924,509 for 
1942, compared with $3,660,529 dur- 
ing the previous year. 


Container Corporation 


Net profit for 1942 was $2,401,748, 
compared with $2,327,177 in 1941. 


Household Finance Corporation 


Earnings totaled $5,231,041 last 
year, compared with $5,362,941 dur- 
ing 1941. 


Ward Baking Company 


Net earnings for the year ended 
Dec. 31 totaled $1,241,333, against 


period in 1942. 


General Baking Company 


Profit for the year ended Dec. 26 
amounted to $2,278,434 compared 
with $1,176,025 for the like period 
in 1941. 


Nehi Corporation 
Income as reported by a prelimi- 


nary statement for the year ended 
Dec. 31, totaled $1,032,468 compared 


with $1,069,499 during the like 
period in 1942. 
Shell Union Oil 

Preliminary statement for the 


year ended Dec. 31, showed net 
profits of $16,800,000, against $17,- 


period in 1941. 


Bristol-Myers Company 

Income for the quarter ended Dec. 
31 totaled $645,748 compared with 
$615,705 during the like quarter last 
year. For the year ended Dec. 31, 
profits were $2,464,338, against $2,- 
377,860 for the comparable period 
in 1941. 


Cream of Wheat Corp. 


Profit totaled $924,465 last year, 
compared with $1,058,930 during the 
previous year. 


E. I. du Pont 


For the year ended Dec. 31, in- 
come was $63,941,275 compared with 


a 


lod 


American Distilling Co. 
Income for the quarter 
Dec. 31 was $319,541. There ; 
figures available for the like 

ter in 1942. 


Cluett, Peabody & Co. 

Earnings for the year ended 
31 amounted to $2,506,453, a; 
$3,044,094 for the comparable ; 
last year. 


McKesson & Robbins 


Net earnings for the six m 
ended Dec. 31 amounted to $2.\79 
099, against $3,957,544 during 
comparable six months 


led 
no 


trict of Columbia. However, new | 
branches opened by this department | 
in Massachusetts, Mississippi, Ore- | 
gon and Washington in 1941 were | 
closed last year because of war hin- | 
drances, and a total of 84 routes 
were closed out or consolidated. At 
the end of 1942, 1,591 routes were} 
in operation. 

New items also have been added 
to the routes, the company declared, 
with vitamins and a coffee stretcher, | 
Troxa, outstanding successes of the 
year. Vitamin capsules are offered | 
Jewel customers in a package of 30, 
a month’s supply. Both of the new | 
products also are sold in Jewel} 
stores. | 

Sales in 1942 totaled $53,257,811, 
27.7% above 1941 and the highest in 
the company’s history. Net earnings 
declined, however, totaling $1,348,- | 
648 compared with $1,518,871 in| 
1941, a decrease of 11.2%. A lower 
gross margin, increased wage pay-| 
ments, higher operating expenses 
and added taxes were blamed for 
the earnings decline. 

The processing and packaging of 
coffee has been the company’s major 
plant operation and it has been the 
largest selling single item on Jewel 
routes, accounting for 39% of route 
volume in 1941. “While rationing 
has necessitated some operating ad- 
justments and has restricted sales, | 
we expect to continue to obtain our | 
share of the nation’s coffee volume,” 
the report says. 

Packing of Army rations has been 
undertaken by the company since | 
last September, and it has cooper- | 
ated with war agency campaigns | 
through allotment of substantial 
space in its advertising, its own 
publications, and with special signs | 
and displays. 

Reporting on the plan started in 
June, 1941, of training women to| 
replace men entering war work and 
the armed services. Jewel said the 
early experience had proved invalu- 
able and that women “are now 
carrying on successfully in more 
than one-third of all Jewel jobs.” 


Kroeger Grocery & Baking 


Earnings for 1942 amounted to 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion. 


“Independent Survey of Providence Bulletin 


MINNIE TUTTLE was 


married yesterday .... 


The home-town paper cheerfully set 
aside three-quarters of a column to tell 
the folks what she wore and who was 
there. For an hour, Minnie Tuttle top- 
ped the glamorous of Hollywood in the 
wealth of her publicity. It was her day. 

It's EVERYMAN’S day and EVERY- 
WOMAN’S day in the Home-Town Paper. 


Yesterday our town lost 
its leading citizen.... 


The paper took more than two columns 
to record the days of his years—ran a 
picture and an editorial, too. A hundred 
miles from home he drew twenty lines; 
he was NOT the leading citizen of THAT 
town. 

PERHAPS you have not seen that date- 
line— Hannibal, Missouri,—since Mark 
‘Twain died. But the good folks of Han- 
nibal keep movin’ along—just like OD 
Man River who slips under the bridge. 
Mark Twain isn’t in the newspapers any 
more but the people of Hannibal go on, 
from day to day, reading the Home- 
Town Paper, catching the reflection of 
themselves, breathlessly sometimes, in 
fortune and misfortune, in joy and in 
grief. 

Yes, the days of their years are all 
there, drab and purple, and black and 
white. And life without its daily LOCAL 
record would be too dull for living. 


All of which is to say: 


There is no form of communication in 
America in which the MEDIUM and the 
PEOPLE are so closely —so affectionately, 
inter-related. YOUR local newspaper tells 
YOUR story. 


It is a Warm intimacy of the mind and 


One of a series of Newspaper Advertisements prepared by the HEARST NEWSPAPERS. 


spirit and there is nothing else like it. \t is 
the SOURCE of your news and it is the 
faithful, dependable purchasing guide 
for YOU and your whole community. 
In its lines are the heartbeats of the 
home folks. 


You in Georgia may not care about 
today’s tonnage run in a Pittsburgh steel 
mill, but you care about today’s top 
price for spot cotton. If you are a farmer 
in lowa you are not excited because San 
Francisco’s carloadings increased or 
Toledo got another big factory, but you 
are not going to miss the morning’s 
quotation for July corn. 


The hopes and fears and aspirations 
of US and OUR friends—these, by the 
simplest law of nature—concern us most. 
The daily record of OUR community is 
close to the top of things that matter. 


Your local newspaper 
SENSES civic pride.... 


as no single citizen ever can. That pride 
is built upon your local INTERESTS. 

In all our towns we Americans have 
our ‘‘Sox’’ and our ‘“Tigers.’’ We have 
that crashing half-back down the street. 
He's added up so many touchdowns the 
rest of America is beginning to talk 
about him. We have our clubs and our 
War Chests and that “‘old gang of mine’’ 
that meets down the street. We have 
that amazing new preacher at the First 
Church, with his cutting edge of elo- 
quence. We have our schools. And we 
have YOUR boy who has just gone to 
the Army. 

* * * 


OH, WE HAVE SO MANY lovable, splen- 
did things that the American Home- 
Town Newspaper has woven into the 
durable fabric of Civie Pride! Clothed 


in that fabric, as in armor, your news- 


a 


paper goes forth to battle for clean ¢: 
ernment in the City Hall, for ab 
judges in the Court House—always 
battle for the GOOD against the F\ 
As it marches, it holds aloft a beacor 
light YOUR way into a better city. 


St. John on his island wrote of t) 
far city “‘which lieth foursquare in 
Heavens; and the honor and the glor) 
the nations shall enter into it, and nei! 
shall there enter into it anything | 


last year. 


| 


Other Organizations are welco'"'® 
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.olidated profit for the three showed profits of $1,254,184, against Consolidated Aircraft 
Consol \vaded Dec. 31 was $1,478,- | $2,044,304 for the comparable period 
35, ‘here are no comparable fig- | last year. 


-yvailable for the same period 


. 1941. Universal Pictures lin 1941. 
_ | For the year ended Oct. 31, in- 
Loews. . 


/come was $2,968,231 compared with | Wy}ltee Aircraft 


income for the year ended Aug. | $2,673,249 during the same period a 


yunted to $12,132,606, against | year ago. 


si1.1 1593 during the comparable | 
peri | last year. 


Black & Decker Mig. Co. 


with $395,211 for the like period in 


1941 General Finance Corp. 


| Net profit for the year ended 
Nov. 30 amounted to $989,786, com- 


Bige low-Sanford Carpet 


Warner & Swasey Company 
| For the year ended Dec. 31, earn- period last year. 
'ings were $1,960,848, compared with 
For the quarter ended Dec. 31, | $3,929,859 during the same period 
income totaled $214,954 compared | in 1941. 


Earnings for the year ended Nov. 
| 30 were $10,323,779. No similar re- : 
port is available for the like period Johns-Manville Corp. 

Earnings for the year ended Dec. 
| 31 totaled $5,570,192, against $5,- 
\967,145 during the comparable 
| For the year ended Nov. 30, in 
come totaled $4,291,140, against) . 
$3,100,735 during the comparable | Canada Dry Ginger Ale 


Bendix Aviation Corp. |; 
Earnings for the year ended Sept. | quarter in 1941. 

30 were $12,464,196, against $13,267,- | , 

988 during the like period last year. | National Steel Corp. 


Net income for the three months 


'ended Dec. 31 was $3,664,701 com- 
In its preliminary report for the| pared with $726,022 for the same| Profits for the year ended Nov. 30 | pared with $4,180,078 for the same 


Devoe & Raynolds 


ADVERTISING AGE 


> | period in 1941. 


with $1,178,188 duri the lik 
| period last year. siting ices Judge Throws Out 


Antitrust Case 
Against A & P 


Dallas, Tex., Feb. 16.— Depart- 
ment of Justice attorneys planned a 
|formal appeal this week to the fed- 


eral circuit court at New Orleans 


For the quarter ended Dec. 31,|from a decision by Federal Judge 


year ended Dec. 31, this company! period in 1941, ‘amounted to $909,021 compared'three months last year. 


ause’: an abomination or maketh a lie.’’ 


‘irst that city must be seen in the 


Magivation of men. Your newspaper 


the way. 
* * * 


1 EVER put the SERVICES of the 
-Town Newspaper into a pro- 
1 and review it in the mind? It 
brings the trusted message that 
s where to go, what to buy, what 
—whether we market for matters 


light or set out for more substantial 
goods. We travel the newspaper path 
to the play and the picture; we enter its 
columns for fashion and for beauty. It 
engages us with its humor. It beckons 
to the field of home economics and 
charts the course to heal!th. 

ITS ADVERTISING CONSTANTLY 
MAKES FOR HUMAN PROGRESS, because 
it creates, it informs, it educates. It 
deals with morale, with the commu- 


nication of ideas, with our wants and 
our needs. 

Like a giant magnet, a newspaper 
draws and holds to itself every man and 


woman and child within the circle of 


its great family. THESE readers and 
the news of THEIR day have built the 
powerhouse which motivates the cease- 
less and satisfying performance of . 


.... VOur newspaper. 


rint the original full page Newspaper Advertisement with or without credit line to the HEARST NEWSPAPERS. 


er SRK 


earnings were $551,889, against W. H. Atwell throwing out the anti- 
($285,125 during the comparable 


| trust case against the Great Atlantic 
| & Pacific Tea Company. 

Despite Judge Atwell’s observa- 
ition that the indictment against the 
|giant food chain was “too inflam- 
|matory” to present to a jury, Wil- 
\liam R. Watkins, special assistant 
attorney general, announced that an 
appeal would be carried to the 
higher court. 

Attorneys for the A & P argued 
that the charges against the com- 
pany, its subsidiaries, officers and 
directors were so vague and indefi- 
nite that it was impossible to pre- 
pare a defense. The indictment, re- 
turned by a grand jury at Dallas 
last November (AA, Nov. 30), 
alleged that the defendants con- 
spired to monopolize a big share of 
the trade and commerce in food and 
food products, at the expense of in- 
dependents and small chains. Judge 
Atwell remarked, in this connection, 
that size of a defendant has no bear- 
ing on his guilt or innocence. He 
sustained the company’s demurrer 
to the indictment. 


Plant-Operated 
Stores Assailed 


New York, Feb. 17.—Diversion of 
retail trade to so-called “accom- 
/'modation stores’ operated by in- 
dustrial plants came in for new 
criticism last week because of war- 
time scarcities of commodities and 
dealer troubles. 

An investigation of the practice 
was asked by John H. Burke, editor 
of Gasoline Retailer, in a letter to 
Sen. James E. Murray, chairman of 
the Senate committee on small busi- 
ness. Such diversion has been go- 
ing on for many years in plants, he 
said, but “it becomes increasingly 
|dangerous as payrolls of the indus- 
trial plants on war production rep- 
resent an increasingly large per- 
centage of the consumer purchas- 
ing power.” 

Some plants, said Mr. Burke, are 
|}opening company stores to insure 
| workers of getting commodities un- 
|available to the general public. He 
criticized especially the recent pur- 
chase of a service station by Mar- 
mon-Herrington Company, Indian- 
apolis, which he said explained the 
;}move by saying that many filling 
|stations may go out of business and 
“there may be a distinct shortage 
of gasoline service when the full 
effects of rationing become evident.” 


‘FCSB in 4 A’s 


| Foote, Cone & Belding has been 
lelected to membership in the 
American Association of Advertis- 
|ing Agencies. 


Names O'Dea, Sheldon 

| Iodine Educational Bureau, New 
| York, has appointed O’Dea, Shel- 
don & Canaday to direct advertising 
of its medicinal division. The agency 
previously handled the animal nu- 
trition division of the account. 


Next Week See Page 2 About | 


“ABC of 
VICTORY GARDENS” | 


The book for 1943 pre- 
mium use-—-in the mail 


for less than a dime 


If vou can't wait. write 


now for details. 


Wm. C. Popper & Co. 


Publishers since 1°93 
148 Lafayette St.. New York 
CAnal 6-4450 
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February 22, j94, 


ANPA Issues 3rd War 
Advertising Review 


The Bureau of Advertising, 
ANPA, has issued supplement No. 3 
to the book “Advertising Goes to 
War,” which the bureau published 
in the summer of 1942. 

The supplement carries forward | 
the bureau’s plan to provide a con- | 
tinuing chronicle of significant war- | 
time advertising by issuing occa-| 
sional collections of outstanding | 
newspaper advertisements. Open-| 
ing page of the latest issue contains | 
a quotation from a recent address | 
by Donald Nelson, who says, in 
part: “The government recognizes 
advertising as a legitimate tool of 
business and believes it has a useful 
role in our war effort. . .” 


/ No Burton Browne 
client has a 
competitor with 
better advertising"' 
~ pupton Ga) szownn | 


' ADVERTISING 


~» 180 EAST SUPERIOR STREET 
CHICAGO : DEL. 3800 
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Victory Gardeners 
fo Get Training 
in Brand Values 


Packers Certain 
Campaigns Will Aid 
Their Position 


(Picture on Page 35) 


Chicago, Feb. 17.—Plans tying in 
with the 1943 Victory Garden drive 
were disclosed this week by two 
major food advertisers, both of 
whom expressed belief that con- 
sumers will be more than ready to 
buy commercially - canned foods 
after their experiments with the 
hoe. 

California Packing Corporation, 
San Francisco, packer of the farhous 
Del Monte line, will open its cam- 
paign next week with full-page, 
three-quarter and half-page inser- 
tions in more than 300 newspapers 
from coast to coast. The advertise- 
ment is the kick-off for a drive to 
continue through spring and sum- 
mer in national magazines, stressing 
the need for growing more foods 


foods at home. 

Minnesota Valley Canning Com- 
pany, LeSueur, Minn., will run two 
full-color advertisements in Life 
next month actually asking Ameri- 
can consumers to grow their own 
peas and corn. 


Explains Its Views 


In an explanatory letter to dis- 
tributors, California Packing ex- 
plains that its campaign is expected 
not only to spur production of a 
considerable volume of home-grown 
vegetables and home-canned fruits, 
but also help make the point ration- 
ing system work and take many 
complaints off retailers’ shoulders. 

“And don’t worry about its effect 
on your business and our business,” 
the company adds. “We know, from 
the last war, just how glad women 
will be to get back to the con- 
venience and variety of commer- 
cially-canned foods when supplies 
are again normal. 

“In fact, we are confident that in 
the long run advertising of this 
character will make consumers 
think even more favorably of Del 
Monte. That should mean more and 
better business for you, as a Del 
Monte distributor, when this war is 
over.” 


“Save the Surplus” 


The opening Del Monte advertise- 
ment mhvites consumers to enlist in 
a cooperative conservation program, 


| 

| planting vegetable gardens, canning 
fruit at home, and buying rationed 
foods with special care. Below the 
Del Monte signature line is this ad- 
vice: “Take the varieties your gro- 
cer has—‘fill in’ with the foods you 
grow and can at home.” 

Minnesota Valley, in its forth- 
coming copy, gives clear-cut direc- 
tions to Victory gardeners and offers 
a more detailed 28-page booklet on 
“The Green Giant’s secrets in grow- 
ing peas and corn.” 

“The advertisements mean ex- 
actly what we say,” Ward H. Pat- 
ton, vice-president and sales man- 
ager, declared. “The government 
needs more canned peas and corn 
for its fighting forces and for our 
allies. We may not be able to 
supply civilian demand fully. 

“The first consideration is to aid 
the war effort. But we believe this 
campaign to be sound advertising, 
too. After a person has grown his 
own peas and corn, we think he 
will appreciate, more than ever, the 
quality, convenience and uniformity 
of our products with the Green 
Giant on the label.” 

Leo Burnett Company handles 
the Minnesota Valley account. 


GETTING READY 
FOR POSTWAR SALES 

San Francisco, Feb. 17.—Hawaiian 
Pineapple Company is planting now 
for postwar dining tables, the com- 


this summer and canning more|“Save the Surplus in 1943,” by} pany will tell consumers in a new 
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OOKS as if everybody wants to see this show! One thing, 
though—you’d better be sure you aren’t seated behind 
a pillar or in the second balcony. 

It so happens that the best seats are pretty well 
controlled by women’s service magazines, like 
the Companion. When it comes to helping women 
with their complicated new buying job, women’s 
books are stronger down front than ever 
before. Proof; Their 4-to-1 gain in high 
readership since war struck home. 

So get a seat in the front row—get as close 
as you can to the big buying act! Then 
you'll see the dramatic 
a home intact and operating in this year 
of war. And the Beautiful Buyer will 
see you down there too. 


How many reservations, please ? 


crises of keeping 


What will women 


We found out in advance. You see, no other 
magazine in any fie 
in focusing on readers’ wants. American women 
needed a piece on wartime use of cosmetics. so 
here it is: “Take Care.” with timely tips on 
soap, manicure equipment and face powder. 
“Hands on the Job” answers today’s needs for 
protecting hands for good looks and efficiency. 
The Food Department highlights “No Time 
for Failure” —four pages of ways to make sure 
every rationed meal clicks. 


Fashions, homemaking, fiction—all features 
are woman-angled. 
dark in the whole book. All wanted, all needed. 
all on order ° All due to be eagerly read ee -much 
of it clipped and kept... and used. 


want to know in March? 


ld surpasses the Companion 


Not an editorial shot in the 


Uomans 
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UNDERSTANDING WOMEN IS OUR FULL-TIME JOB 


—_ 


LOOKING AHEAD _ 


liele Pineapple and about one third of car woaal proto 
of Dale Pineapple Juice are going to our Armed Forces 
© Even if you can't get os mach Dole Pineapple as you'd | 
these days, there's gaed orwe for the future. Were now 
ing pineapples for 1915. 1 takes two youre for mat 

are mithoos whe 


& pineapple. Mat there ony that the ¢ 


well spent. Pineapple’s glorious Maver aud vitasmios itl be 


yours again when the war end 


An 
i. s3 M 
HAWAIIAN PINES PROD Ts — 
BP GS ELE. 
Pineapples for 1945 are being planted 
now, Hawaiian Pineapple Co. tells post. 


war buyers in a new series of advertise. 
ments in magazines. This is the opener 


campaign starting with March issues 
of national magazines. 

The armed forces are. getting 
about three-quarters of the usual 
production of Dole pineapple and 
one-third of the Dole pineapple 
juice, the company explains. Copy 
in the initial advertisement says 
“Even if you can’t get as much Dole 
pineapple as you’d like these days, 
there’s good news for the future. 
We're now planting pineapples for 
1945. It takes two years for nature 
| to grow a pineapple. But there are 
| millions who say the time is well 
| Spent. Pineapple’s glorious flavor 
| 
| 


and vitamins will be yours ag 
| when the war ends.” 

Half-page four-color units and 
black-and-white space will be used 
| to tell the Dole story. N. W. Ayer 
& Son handles the account. 


iin 


Marks Anniversary 


American Brewer, oldest brewing 
business paper, observed its 75th 
anniversary in January by publish- 
ing a special edition. 
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3 Admen in the 
Armed Forces 


__ 

Lesiie E. Strang, bs 
industrial adver- | 
tising manager of 


Commercial In- : 

yestment Trust, “ 
New York, has J 
joined the U. S. ‘ 
naval reserve as | 


q lieutenant (jg). 

Ruth Oviatt, 
former publicity 
director of Ken- 
yon & Eckhardt, 
has completed a 
three - months’ 
training course at 
Mount Holyoke 3 : 
and is now a lieutenant (jg) in the 
Waves, stationed at Hunter College. 

Walter Trittipe, Chicago district 
manager of Proctor Electric Com- 
pany, has been granted a leave of 
absence for the duration and has 
been commissioned a major in the | 
Army. 

A trio from Benton & Bowles, | 
New York, now in the Army, is| 
composed of John Jackson, stationed 
at Fort Dix; Dick Fehr, in the signal | 
corps at Camp Upton; and John) 
Kiely, also stationed at Camp Upton. | 

Paul C. Harper, account executive | 
of Leo Burnett Company, Chicago, | 
has been commissioned a major in 
the Marine Corps and is in the offi- 
cers’ specialist school at San Diego. | 

George M. Benson, eastern sales | 
manager of the Blue Network, has | 
been granted an indefinite leave of | 
absence to join the U. S. Naval 
Reserve as a lieutenant (jg). 

Nina Millham, assistant librarian 
at Ted Bates, Inc., New York, has 
resigned to join the Waac. 

Harold McCormack, copywriter 
for the past four years in the adver- 
tising department of the Eagle- 
Picher Lead Company, Cincinnati, 
has joined the Army and has been 
assigned to Jefferson Barracks, Mo. 


Leslie E. 
Strang 


Elected to 4 A’s 


Rickard & Company, New York, 
has been elected to membership in 
the American Association of Adver- 
tising Agencies. 


BALTIMORE'S BLUE 
NETWORK 
. OUTLET 


a . i gee 
H. Roeder, Gen. Manager 
National Representatives: 
SPOT SALES, INC. — 
York - Chicago - San Francisco 


chy. 


Carolinas Newspapers 
Elect C. E. Godfrey 


Charles E. Godfrey, advertising 
manager of the Herald and Journal, 
Spartansburg, S. C., was elected 
president of the Carolinas Advertis- 
ing Executives Association at the 
semi-annual meeting in Spartans- 
burg Jan. 30. Other officers elected 
are A. L. Brandon, Telegram, Rocky 
Mount, N. C., first vice-president; 
D. P. Self, Greenville News-Pied- 
mont, second vice-president; and 


P. G. Laughridge, Salisbury Post, 


secretary-treasurer. 

Classified 
met with the group and became a 
division of the association, but with 


their own officers, headed by Claude 


Montgomery, Columbia State, presi- 
dent. 
at Rocky Mount in July. 


advertising managers 


The next meeting will be held 


further emphasized by the definite 
elimination of house-to-house sell- 


Postwar Field 
. . ing of many products, curtailment 
for Direct Mail of semmnerindion ery communica- 
- | tions priorities. 
Is Outlined | “Mail advertising producers must 


New York, Feb. 17.—Direct mail | familiarize themselves with the 
advertising will emerge tromn the | problems which face other advertis- 
war into a world that will accept | “ ve ne et og alert to ine 
its service as indispensable, Pauline | V}4¢ the supp/ementary service tha 


E. Mandigo, public relations counsel | °° : ‘| 
and president of the Phoenix News | Miss Mandigo said. 


| Publicity Bureau, declared before a ——— 
Named Publicity Head 


|dinner meeting of the Mail Adver- 
\tising Service Association of New 
York. 

With transcontinental airplanes | appointed director of publicity and 
‘carrying the mail almost as fast as| promotion for the American Transit 
telegrams can be transmitted, mail| Association, New York. Mr. Gard- 
advertising producers face a great|ner was formerly with J. Walter 
opportunity and responsibility, the | Thompson Company’s Chicago office, 
former newspaper woman pointed|Arthur Kudner, Inc., and other 
out. Dependence on direct mail was ‘agencies. 


these agencies are unable to give,” | 


Edward H. Gardner has _ been| 


Philip Morris Places 
Heavy Press Schedule 
Philip Morris & Co. launched a 
large scale advertising campaign 
| beginning Feb. 15, using half pages 
|in approximately 600 newspapers 
| throughout the country. Insertions 
jare scheduled to appear once every 
| week. 
The drive, which will run for two 
|months, is to be supplemented by 
the company’s regular radio pro- 
‘grams and magazine list. 


MAILING SERVICE 


Multigraphing — Filling-in 


Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


431 S. Dearborn St. Wabash 8655 


BUY M¢ 
WAR BONDS 


220 EAST 42nd 
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it to the draw! 


timing sense, to say nothing 


that only born flyers possess. 


* * * 


SS 


paper. 


ADIRONDACK BOND 


STREET, NEW YORK, N.Y. 


NAVY FLIERS 


‘Past Masters of Follow-Through 


They don’t quite land their planes on a dime 
—but a tarpaulin wouldn't faze them! And 
in the air, what can’t they do. 
moving target, jockey it into range and beat 


That takes a lively eye and a split-second 
ofa plane winging at astronomical speeds 


Picked for the job? They certainly are! 

On a humbler level, International Paper's SPRING- 
HILL TAG is likewise picked for the job. This durable, 
100% bleached sulphate, surfaced-sized tag gives max- 
imum value at minimum cost, printed, 


Companion Papers 


INTERNATIONAL MIMEO SCRIPT —Ideal fo. 
work. INTERNATIONAL DUPLICATOR — More copies, 
clear reproduction, in gelatin or spirit process. BEESWING 
MANIFOLD — Strong, lightweight, watermarked manifold 
ADIRONDACK LEDGER — Economical, 
watermarked ledger sheet; for accounting and records. 
100% sulphite; economical, water- 
marked; six colors and white standard sizes and weights. 


PAPERS FOR PRINTING AND CONVERTING 


Pounce on a 


of the “feel” 


typed or written. 


mimeo 


strong, 
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ADVERTISING AGE 


Snider to Feature 
‘Meat Stretchers’ 


Snider Packing Corporation, 
Rochester, N. Y., will begin a new 
advertising campaign featuring chili 
sauce, catsup, and cocktail sauce 
starting in March. 

Large advertisements in full color 
will appear regularly in Ladies’ 
Home Journal, McCall’s, The Satur- 
day Evening Post and Woman’s 
Home Companion. Timed to appear 
when food rationing will be promi- 
nent in the news, the advertisements 
will illustrate and feature practical 
“meat stretcher” recipes that can be 
made and served with Snider condi- 
ments. Charles W. Hoyt Company, 
New York, is the agency. 


Braithwaite Promoted 


F. Howard Braithwaite has been | 


NAM Survey Finds 


92% Now Favor 


| 


Postwar Planning 


Rationing Unpopular, 
_ Opinion on Price 


Controls Divided 


New York, Feb. 17.—The Ameri- 
can public overwhelmingly favors 
immediate planning for the postwar 
era, but opinion is sharply divided 
/on continuing price and wage con- 
| trols after the war. 
| These are major findings of a na- 


elected vice-president in charge of|tionwide survey recently made by 


sales of Crown 
Philadelphia. 
ization 


Can 


Crown Cork & Seal Company, Balti- 
more. 


Company, 
He joined the organ- 
in 1936 as divisional sales 
manager of the parent company, 


a 


Most — 
| ! 
Powerful 


Buffalo’s | 


Transmitter 


ool 


GIVES 


WGR 


BUFFALO’S LARGEST 
REGIONAL COVERAGE 
5000 WATTS BY DAY 


1000 WATTS DIRECTIONALLY 
INTENSIFIED BY NIGHT 


BASIC 
MUTUAL 


oe 7 


vio $350,000 Transmitter 


BUFFALO 
BROADCASTING CORPORATION 


the Psychological Corporation for 
the National Association of Manu- 
facturers. 

The poll, representative of all in- 
come and geographical groups, re- 
vealed that 92% of the people favor 
|immediate postwar planning. Only 
6% say “Let’s not talk about post- 
war problems until we have won the 
war,” and only 2% are undecided. 


Varying Degrees Expressed 


Both the upper and lower middle 
income classes demonstrated the 
|greatest interest in postwar plan- 
Ining, 92% of the “B’s” and 93% of 
ithe “C’s” reporting favorably to the 
question “Should We Prepare for 
|Peace Now?” The D income group 
|} was 89% in favor and the A income 
group only 88%. 

Approximately 75% of all those 
polled agreed that industry should 
|now develop new, better products 
for postwar markets. 

Once again the favorable opinion 
was highest in the middle groups 
(C, 77% and B, 76%). Those in the 
class D income bracket were 72% in 
favor of concentration on postwar 
products, while the men in the A 
income class were only 70% in favor 
of working on new products, ap- 
parently been inient on winning the 
| war first. 


Favor Public Works 


To the question, “Should the gov- | 


ernment now plan a vast public 
|works program?” the. people 
sampled registered 61% affirmative, 
24% negative, and 7% “don’t know.” 
| Opinion varied widely by income 
| Sroups, the A group polling 47% 
| yes, and 35% no, the D group 71% 


yes, and 11% no, demonstrating the | 


reliance on government in the lower 
bracket. 


Opinion varied little on the ques- | 


tion of continuing food and fuel ra- 
tioning. 
1 against rationing was maintained 
'in all groups, yes votes approxi- 
mating 11%, no 83%, and don’t 
know, 6%. 


of prices be continued?” opinion 
was evenly divided, yes 46%, no 
45%, don’t know 9%. As the in- 


tion of those who desire that prices 
be controlled goes up. 


Against Wage Controls 


A majority of 51% opposed con- 
tinuance of wage and salary con- 
trols, 37% approved, while 12% 
were uncertain. Here the opposi- 
tion was strongest in the upper in- 
come brackets, weakest in the 
lower. 

A check of opinion on more or 
less control of business by govern- 
ment revealed that those favoring 
government control had been whit- 
tled down from 38% to 30% since 
October, 1941, while those opposed 
remained constant, and the number 
uncertain increased. 

The groups were divided by in- 
come and other criteria, in accord- 
ance with the practice of Dr. Henry 
C. Link, who has been conducting 
the nationwide polls for some years. 
The A group includes the highest 
10%, the B group the upper middle 
30°, the C group the lower middle 
40%, and the D group the lowest 
20%. 


Joins Weintraub Agency 
John Davenport Scheuer has 
joined William H. Weintraub & Co., 


New York, as an officer and direc- 
tor of the agency. For the past 
seven years Mr. Scheuer has been 
regional sales director of Esquire. 
ind previously was co-publisher of 


the Retail Ledger and general busi- 
ness manager of the Philadelphia 
Suburban Newspapers, Inc 


Li 4 yee 


A majority of almost 8 to| 


On the question, “Should control | 


come scale goes down, the propor-| 


‘General Electric Issues 
Wartime Nutrition Course 

Copies of an impressive 150-page 
volume, “Wartime Nutrition 
| Homemaking Course,” published by 
|the consumers institute of General 
|'Electric Company, have been dis- 
\tributed to home service directors, 
home economists, university in- 
structors, and others. The “master 
guide” is distributed free in these 
categories, but additional copies 
cost $2. 

The book is a complete and de- 
tailed wartime nutrition course, so 
|arranged that it can be presented in 
one, three or four lessons. It has 
|}been checked and reviewed by the 
‘nutrition division of the Office of 
Defense Health and Welfare Serv- 
ices, and contains, in addition to the 
teaching material, a section on re- 
cipes, one on food properties, and 
one on promotion. Supplementary 
material is included in a number of 
printed pamphlets enclosed in a 
back-cover pocket. 


Miss Fluke to F&S&R 


Bernice E. Fluke, the past 
_ three years a fashion copywriter at 
| Wm. Taylor Son & Co., Cleveland 
|! department store, has joined Fuller 
& Smith & Ross, Cleveland. She will 
handle tlient service work, with 
major attention to merchandise of 
|feminine appeal and products sold 
| through department stores. 


for 


Planning as Own 


Washington, D. C., Feb. 17.—The 
job of postwar planning, of project- 
ing economic influences into the 
happy days when the war is won, 
will be taken over by a Senate com- 
mittee if the resolution of Sen. 
Walter S. George is approved. 

The rampaging 78th Congress, 
which has knocked off investigations 
of federal agencies and job-holders 
with the zest which Carrie Na- 
tion used to reserve for a Kansas 
saloon, has thus far done nothing 
but a shadow-dance when faced with 
the problem of legislation affecting 
the postwar period. 

The National Resources Planning 
Board was erased from the federal 
budget last week by an economy- 
minded House appropriations com- 
mittee. This week, President Roose- 
velt noted that the House had every 
iright to dispose of the planning 
committee if it wished, but that 


had to be done. 

The George resolution calls for a 
10-senator committee, with six 
Democrats and four Republicans 


making up the board. “Postwar eco- 


postwar planning was a job which | 


February 22. \94, 

_ — ee 

nomic policies and plans ; be 

Ram ant on ress elsewhere developed,” Sen. ~ 
said. “Finally the  respo; ility 

: rests with Congress. This ‘lu. 

and tion recognizes the responsib)|\:y , 
Views Postwar the Congress to the people .; the 
United States for our postwar eco. 


nomic policy.” 

A similar resolution was 
duced in the House by Re 
Hendricks of Florida, who s:\4 


voted for eliminating the N on 
Resources Planning Board becayse 
he believes that Congress shou!d qo 
the postwar planning. Rep. Hen. 
dricks was a member of the !ouse 
appropriations sub-committee hich 
reported that five government «gen. 
cies were spending from 100 1. 159 
million dollars in the postwar plan. 


ning field. 


McCall's In ‘Buy-Lines’ 

McCall’s and Redbook have con. 
tracted for weekly mentions jp 
Nancy Sasser’s “Buy-Lines”’ co) 
which appears in 40 Sunday news. 
papers. The editorial promotion 
copy will be the only magazine copy 
sold by “Buy-Lines.” , 


Ruddick to Air Line 
Robert M. Ruddick, a member of 
the advertising staff of the Milway- 


imn, 


| kee Journal for 13 years, has been 


named area manager in the air 
cargo department of United 
Lines, temporarily assigned to Chi- 
cago. 


| 


| 
| 
| 


| 


‘ 
' 


It seems there was once a 


As he inched painfully up- 
ward, a wise-guy beetle stuck 
his head out of a nearby crack 
and said, “Hey, buddy, you're 
wasting your strength. There 
ain't any cherries up there.” 

But the snail kept right at 
it. “There will be when | get 


there,” he said. 


snail who started to climb the 
trunk of a cherry tree one raw, 


cold morning in January. 


Air 
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3 —_ wan _ ncn - nomena - nee a = : - : 
. — |ers cannot be adequately supplied|sists of 19 two-hour weekly ses- Dailey Adds to List 
e . until after the war. On the other|sions. Most of the course is devoted The Dailey Mills, Binghamton 
, Ww |hand, the matter of future sales is|to concrete situations of marketing . om 1€ _ oe aay —ecmces ot 
Post ar Planning ‘not one which can be put off until) activities, with some attention to N. bg cone te thauein Ge 
: . : some vague postwar date. the broad principles pertaining to |!" = oo a > = se 
How Business and Industry Are Preparing “If the advertising and promo-|the internal and external conditions pages in color each month through- 
for a Peacetime World ‘tional work you do right now in-|necessary for real and sustained | Ut 1943 = New England Home- 
Edited by RALPH O. McGRAW cludes pressure for acceptance of| prosperity in the postwar period. | stead, New Jersey Farm & Garden, 
| your new products, and if you con-| Some of the subjects covered are: | Poultryman, Northeast Poultry Pro- 
‘ Despite speculation and predic-;a monthly report to the association |tinye to publish the facts about your| 1. How commercial research may | ee ig and ee oo to 
3 ion that air transport will take over|members of significant trends in| products as fast as you can be sure | be used in planning to meet postwar | 7) ae ir ee aaa a 
, many types of transportation now | postwar planning as __ they have | they are facts, it will be much eas- | conditions. ed saa won Ag - pvr, Fn a 
profitably performed by highway shown up in the previous month. | jer, after the war, to hurdle any| 2. The influence of new and cost | * =e Ward & Co. distribu- 
: ea Oe Gennes aa bee py ; wen sals that will | barriers en ee oe eee me ee ee rn ae of its feeds in certain sections 
»< no fear of air transport, accord-| Study of genera Osais that Will! set up.” market. . eS Secs. 
= to Robert F. Black, president,| affect the size and scope of | : ° . 3. Estimates of probable outlets Scoheny Claeaaed. - a aaaae 
wl i spe: isi é é P ; tris a any, reland, is i r. 
( The White Motor Company, speak- wee: Peay ay wl ae aoe = .~ In a recent address before Wash- — yo 4 = gre gm | 
h ing recently before the Board of after the war. B. W. Keightley, ad-|i”gton members of the American uc Ha ° omestic an gn —_——_ 
. Investigation and Research at) ater | ae eg” Fecapae - ’ . | Economic Association, Lewis H.\™&arkets. al . 
) Washington. “Whether it takes|vertising manager, Canadian Indus-| 7 president, Johns - Manville| 4 Evaluation and re-appraisal of Heaton Joins Conlon 
; away present business from other| tries Limited, Montreal, is chairman | Corporation, defined the postwar|@4vertising, sales promotion, and) Edward L. Heaton has joined 
carriers or not,” he said, “it is cer- _o ee : period as the time after 1948. “For other techniques for cultivating ne€W | Robert S. Conlon & Associates, mar- 
tain to develop new business both , ae er my purpose here,” he explained, “I markets ced — fi _ket research, Kansas City, Mo., as 
for itself and for others. Its com- Referring to the procession of shall assume the Axis nations will 5. ea “ponte = t . — ic| manager of a newly organized de- 
petition will be a spur to land and poner d ye oe een - — _ not all be defeated before 1945, and ean catak dae a cee 'partment conducting newspaper 
: water Carriers, effectively present- materials during | ower S _ re-| that in the United States the major | ‘He ran t readership and advertising penetra- 
’ ing slackening of progress. May it|quently are pointed out as tre- | -econversion from a war to a peace | “me toa — sooner tion surveys. Mr. Heaton was pre- 
p be allowed to grow without chains mendous joe vee se ge basis will take three years, up to the a ee es viously with the Cleveland Plain 
: or fetters. market, ys ms, ouse =pud-|end of 1948.” agg 8 yp .. | Dealer and other newspapers, and a 
1 Visualizing the truck of the fu-| lication of Ketchum, MacLeod &| e canneries in a secondary position | former manager of Station KTSW, 
y ture, Mr. Black looks for higher | Grove, Inc., Pittsburgh agency, says | after the war in view of current de- Emporia, Kan. 
horsepower, more automatic and| people who could be most helpful | _ A —- phe nngy ner ys regen yg 4 age 
semi-automatic operation of trans-| in educating customers to the econo-|ing™ course has been inaugurate azette, and it is even likely at | 
mi sions in heavier trucks and|mies and improved living that all| by Fenn College, Cleveland, reports the postwar fish business will see 
husses, front as well as more four-| the new materials and methods can | Robert L. Whaley, regional business frozen fish the principal commod- 
f wheel drives, and reduced weights| make available, in many cases have consultant, Bureau of Foreign and ity. J 
, to increase payloads and thereby re-| yet to be convinced that these in-| Domestic Commerce, in_ Domestic a ul a o s f 
1 duce the cost of transportation. novations are practical. Commerce for Feb. 11. The course WPB Give Solace a: 
r The Association of Canadian Ad- “As far as immediate selling is|is designed to provide marketing S a . ‘ 
r vertisers’ Committee on Trends in| concerned,” it points out, “such a| executives with a practical approach ie - os te 


Postwar Planning has inaugurated | condition is not dangerous, for deal- 


| to their postwar problems and con- 


NOW is the time 


to strengthen your Distribution 


thru Department 


lpr sada K.N'T stores don’t give up 
they kéep going. If one source of 


merchandise fails, they find another. When key buyers a 


done and whi 
advertising should be directed to the 27,485 


Stores 


it you will do. Again, your 


nd executives who read DE- 


war broke they were already your largest, PARTMENT STORE ECONOMIST. 
most stable, most forceful outlet group. Begin now to win their acceptance, interest 
When war ends they ll be even more impor- and enthusiasm for your line and your 
tant in the manufacturer's selling pattern company. 

man they were before. Your DEPARTMENT STORE 


In these changing times you admittedly 


KCONOMIST 


representative can help 


to ‘Lost’ Visitors 


Washington, D. C., Feb. 17.—Busi- 
ness men, who too often have been | 
forced to wander about the national 
capital like waifs cast up in a land 
of nightmare, have at long last been | 
provided for by the War Production 
Board. 


have a hard job to keep your name and 
rand bright in the minds of those who keep 
lepartment store wheels turning. But it’s 
i job that you must do. 


} 


If you have goods to sell, you need to 


you plot an advertising program that will 
give you a head start in the competitive 
market of tomorrow ... can help you be on 
the spot, ready and waiting, when the 
cherries come out. 


| 


: BASIC | 
COLUMBIA . 


bring that fact to the attention of the de- 
irtment stores. Your best tool for making 
this kind of headway is a strong, consistent 
lvertising program directed at the people 
who control this huge market. ‘The most 
‘fective way of aiming such advertising: is 
o put it n DEPARTMENT STORE 
KCONOMIST. You thus reach the buy- 
ys and management people in the depart- 
went stores doing 80°. of the total annual 
‘olune in the department, dry goods, and 
specialty store field. 


> 


Ii vou haven't goods to sell, your best in- 
‘urance for the future is a long-range ad- 
‘rising program that never allows the 


lepartment stores to forget what you have 


DEPARTMENT STORE 


A Chilton @ Publication 
100 EAST 42nd STREET, NEW YORK CITY 


5 Mo 


—_ 2a 


EC 


CCA — 30,000 


PHILADELPHIA: 56th and Chestnut Streets; CHICAGO: 29 East 
son Street; CLEVELAND: 1836 Euclid Avenue; BOSTON: 140 Federal Street; WEST COAST: Simpson-Reilly, 
ltd. Garfield Building, Los Angeles; Russ Building, San Francisco. 


OVOMIST 


Transmitter 
A unit consisting of “competently 
trained specialists” has been estab- 
tions or to refer them to the proper | 
WPB officials. The unit is located | MAKES 
ing (which houses WPB), on Inde- | 
pendence Ave. between Third and| 
Visitors need no badges to get to 
the information room, and the office 
wartime Washington, press releases, | 
forms, orders and regulations. The 
Extension 73011. Separate offices | 
are maintained in Room 304-A of 50 O 
in 10-B Senate Office building, as | 7 
well as the Information Center, 1400 
Sk Resi Blanketing 11 Eastern 
ean hesigns Seaboard States 
Albert H. Skean, for the past 17 
years director of Atlantic City’s Over 12,000,000 people 
has resigned due to the Army’s oc- 
cupation of several of the city’s | 
|major convention accommodations | 
|for the duration. Mr. Skean has| 
been named director of the conven- | 
| tion bureau of the Commerce and 
Abner J. Gelula & Associates, At- 
lantic City, has been appointed to 
| vertising for the convention bureau 
during 1943. The advertising ap- 
about half that expended last year. 
Copy will emphasize the name and 
tinue to solicit business within the 
city’s ability to provide accommoda- 


Plant 
lished to answer the visitors’ ques- 
in Room 1501, Social Security build- | 
Fourth Sts. 
will contain the impedimenta of 

Buffalo’s only 
telephone number is REpublic 7500, | 
the old House Office building, and 
Pennsylvania Ave. WATT STAT i @] N 
Atlantic City Post | 227,000 Square Miles 
convention and publicity bureau, 
boardwalk hotels, which wiped out| 

| 

Industry Association of New York. 
| handle newspaper and magazine ad- 
propriation has been set at $25,000, 
prestige of the resort and will con- 
tions. 


Ivey & Ellington Elects 
Theodore S. Strong and Thomas 
M. Keresey, vice-presidents of Ivey 
& Ellington, New York, have been 
elected directors of the agency. Paul 
A. Dorn has been elected treasurer. 


| 
| 


Shepard Promoted 


| Whiting N. Shepard has been ap- 


pointed assistant sales manager of 
The Plaskon Company, Toledo, in 
addition to his present post of ad- 
vertising manager. 
Diamond Boosts Carroll | 
Warren Carroll, sales representa- | 
tive of Diamond Match Company, 
has been promoted to sales super- 
visor and transferred from St. Louis 
to the general sales office in Chi- 
cago. 
. , New $350,000 Ti Plant 
World at War’ Bows | BUFFALO 
A new monthly magazine, World mere 
at War, made its appearance Feb. BROADCASTING CORPORATION = 
15, Lionel White, former editorial National Representatives: a 
director of Hillman Publications, is BREE & PETERS. INC. 


editor and publisher. 
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Small Radio. 
Stations Face 
Grim Years-Fly 


Washington, D. C., Feb. 17.—The 
plight of the small radio station is 
likely to be grim during 1943 and 
1944, James L. Fly, chairman of the 


Federal Communications Commis- | 


sion, predicted this week. 

While reports indicate that 1942, 
generally speaking, was a good 
financial year, the growing number 
of small stations seeking permission 


Se ae, ae ae ae ae ee 


- Your best friend is 
x another businessman. * 


* He reads... 
* ; 


% CHOOSE THE 
LEADER IN 

% THE BUSINESS 

FIELD... 


| 
to suspend, and the fact that ’42 did| culties of principle involved, since 
not feel many of the economic influ-| buying time raises the question of 
‘ences now operating in the radio|freedom of radio, too, there are 


picture, led the FCC to ponder what| “many practical 


difficulties,” Mr. 


|methods may be used to keep the} Fly told his press conference. 


essential outlets of information 


open. 


Mr. Fly to include the small, rural 
stations in their advertising plans. 
Restrictions which have been im- 
posed on other advertising media 
may act to the small radio outlets’ 
advantage, Mr. Fly believes, and 
strictly on the stations’ merits, too, 
because the little stations have a 
| following all their own. Many com- 
munities, he points out, have no 
|other means of mass communica- 
tion. 


Considers Them “Pay Dirt” 


So the small stations represent, in 
Mr. Fly’s opinion, “Pay dirt for 
advertisers as no comparable audi- 
ence would be.” 

If advertisers don’t come through, 
it has been suggested that the gov- 
ernment insure the stations’ con- 
tinued existence by RFC loans. Mr. 
Fly opposes this, first because it 
gets the government into radio, and 
second because it leaves the station 
with a fixed obligation to meet at 
a future date. 

Some have advocated the govern- 
ment’s buying time on small sta- 
tions, thus directly subsidizing the 
outlets, although doing it in a com- 
mercial fashion. Besides the diffi- 


Advertisers have been asked by} 


| 


Keeps Hands Off 


Along other lines, Mr. Fly refused 
to comment on the Blue Network’s 
blue-penciling of Walter Winchell’s 
broadcasts. The commission had 
little reaction from the Winchell 
blast against Congress, he said—not 
more than a dozen letters. “The 
problem of free speech,” Mr. Fly 
said, “is one for the Blue Network 
management.” 

Attempts by reporters to get Mr. 
Fly to comment on the forthcoming 
investigation of FCC by a House 
committee headed by Eugene E. Cox 
drew a polite refusal. 

The recent suggestions by James 
C. Petrillo, president of the Ameri- 
can Federation of Musicians, re- 
garding possible solutions of the 
transcription problem, drew the 
casual comment that the industry 
should examine and consider the 
Petrillo proposals. 


Olian Gets Shoe Account 


Internatonal Shoe Company, St. 
Louis, has named Olian Advertising 
Company to handle advertising for 
its Conformal division. National ad- 
vertisin? will be used to promote 
both men’s and women’s Conformal 
personalized shoes. 


The record of which Detroit is really proud is its war production 
achievement. This city leads the world in the manufacture of muni- 
tions. To quote the O. W. |. report, “Detroit is performing engineer- 
ing prodigies, turning out more combat munitions than any other in- 


dustrial area in the world.” 


The Detroit News is a vital participant in this Detroit. As the 
newspaper that covers two-thirds of the homes of the city and subur- 
ban area its influence has spurred the workers of this great arsenal to 
further effort, has encouraged greater bond purchases and has welded 
old and new inhabitants into an effective unit for defeating the axis 


on the production front. 


Its known effectiveness has brought to The News the position of 
second place in total advertising in 1942 among all American news- 


papers as well as first place 


in classified advertising. 


These records indicate the awareness of advertisers to the para- 
mount significance of the great Detroit market not only during the 
period of the war but also in the post-war world. 


Advertisers with a product to sell or a name to preserve have 


equally good reasons for being in The Detroit News in 1943 


ms, ; he D 
HH The Stor, “froit News 
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The Detroit News 


SUNDAYS: 461,793 


oe ee Oe Oe nGwseparee 


WEEKDAYS: 381,97 


Getting Personal > 


John J. Welch, editor of Mill Supplies, arrived in England Fe}. 7 
by clipper to begin a study of British wartime distribution practice: 
He will interview both industrialists and marketing specialists, in aqqj_ 
tion to officials of the British Ministry of Supply and Ministry of 
Production. . . 

Raymond E. Olson, head of the sales engineering dept. of Taylo, 
Instrument Companies, Rochester, N. Y., was elected a director o;{ 
Dairy Industry Assoc. at the Natl. Dairy Show, held in New York. . 
Thomas L. L. Ryan, Pedlar & Ryan pres. and chmn. of sec. five of the 
graphic arts div. of the Red Cross drive, has appointed Mrs. Cheste, 
La Roche as head of women’s ac- 
tivities and as a member of the 
graphic arts committee. Other 
members are Richard Compton, 
Compton Advertising pres.; Rich- 
ard Berlin, Hearst Magazines; 
and Bromwell Ault. . . 

Henry M. (Hank) Jackson, who 
until eight months ago was mgr. 
of western sales for CBS Radio 
Sales, Chicago, is now a major in 
the special service division, Army 
signal corps, and is stationed in 
the much - publicized Pentagon 
bldg., Washington. Arthur 
Westlund, g.m., Station KRE, 
Berkeley, Cal., has been named 
regional radio consultant of the 
OWI at its Oakland office. . . 

David Lockwood, art dir. of 
Foote, Cone & Belding, and John 
E. Olson, v-p of Leo Burnett Co., 
have been appointed to the 
board of governors of the Chi- 
cago Federated Advertising Club. 
.. John W. Bottomley, copy chief 
of Jerome Kalom Co., is proud of 
the versatility of his son, John A., 
who spent the week preceding 
his induction into the Army writ- 
ing a play, finishing a painting 
and re-wiring his ’36 Ford. Son 


the 


COMES BEARING GIFTS. 


Tim Timothy, of Free & Peters, Chicago, 
right, receives a gift from Barney Lavin, 
of WDAY, Fargo, who is dressed up to 
depict the character used in the station's 
advertising. The occasion was a pheas- 
ant dinner given by WDAY in Chicago 
John was in the dispatch dept. at recently for NBC and Free & Peters ex- 
Roche, Williams & Cunnyngham, ecutives and salesmen and their wives. 
Chicago... — — 

The current Aluminum Company of America house organ turns up 
the interesting fact that Leland Stowe, famous Chicago Daily News 
foreign correspondent, started out in life selling Wear-Ever from house 
to house in Connecticut, and that his home office correspondent was 
C. C. Conner, now asst. adv. mgr. of Alcoa... 

Bob Cragin, production director of Leighton & Nelson, Schenectady, 
N. Y., has proved to be a local John Kieran on “Ask Us,” quiz show 
presented weekly over WSNY, to promote the sale of war bonds. 
Cragin is a veteran miker, having first broadcast as assistant director 
of General Electric Company’s agriculture and science programs on 
Ween... 

On the brink are Elizabeth Anne Johnson, in the radio department 
of Young & Rubicam, New York, and Harold Hayward Thresher, Jr., 
Western Electric. She’s lovely, they’re engaged. . . Execs of the Yankee 
Network in Boston had a chance to meet Miller McClintock, new prexy 
of Mutual Broadcasting, at a luncheon tendered for the occasion. . . 

This year’s show for the Philadelphia Club of Advertising Women, 
which takes place on Feb. 26, will include star-studded talent from 


- - the Music halls of London and 
the C die F aise. as we 
DALLAS LEAGUE WINNER e Comedie Francaise, as well 
j , oe 
q “? 


as representatives of Russia and 
South America. Jack Steck, pub- 
lic relations director of Station 
WFIL, Philadelphia, produced 
and will present the show, based 
on the theme, “America’s Al- 
lies.” .. 

A huge orange layer cake, with 
all the trimmings, was presented 
on Feb. 10 to Frederick C. Bruns, 
v.p. and account executive at 
Ruthrauff & Ryan, New York, in 
honor of his birthday. His secre- 
tary, May Lou Wilcox, engi- 
neered it all. . . Guests on hand 
to help the Veteran Wireless O} 
erators Association celebrate i! 
eighteenth with a dinner cruise 
Feb. 11, included Col. David Sar 
noff and E. A. Nicholas, li! 
member and prexy of the Farn 
worth Television and _ Rad 
Corp. .. 

In addition to his duties as ‘ 
producer-director for the Blu 
Network, New York, John C. 


Named “most valuable member” of the 
Dallas Advertising League, Robert Lee 
Johnson, advertising manager of Texas 
Power & Light Co., and president of the 
league, receives the silver cup which ac- 


companies the title. Making the presen- 


tation is Margaret Evans, chairman of Schramm is now instructing : 
the award committee and last year's class in radio production 
winner of the title. Queens College, Flushing. 


~ Joseph Jacobs, head of the Jew 

ish Market Organization, New York, has been named chairman of th' 
Jewish language press and radio division for the Red Cross War Fund 

committee on public information. . . Double or nothin’, says Paw’ 
Smith, art director of Kenyon & Eckhardt, who is now the proud pa! 

of twins, Susan, the girl, and Stelle, the boy... 

John Reely, a recent addition to the Cleveland staff of Fuller < 
Smith & Ross, brings some additional aerial perspective to the agency 
client service division. He claims he makes author’s corrections w!' 
the aid of a home-made bomb sight. John’s altitude is six feet, seve! 
inches with his feet on the ground... 

Robert C. Smith, Toronto agency head, known throughout Canad 
as the dean of advertising agency men, celebrated another birthda) 
on Monday, Feb. 8—the number undisclosed. He greeted friends 4 
a small party at the Ontario Club, and the birthday cake, accordil 
to custom, was decorated with 25 candles, no more, no less. . 

Sterling E. Peacock, vice-president of N. W. Ayer & Son and pre 
of the Chicago Better Business Bureau, was reelected recently 
one of the bureau’s directors. . . 
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Super Markets Plan 
Smaller Budgets, 
More Information 


New York, Feb. 18.—Super mar- 
ket yperators, concerned with a 
dwindling supply of foods, will 
make sharp changes in their adver- 
‘ising and merchandising methods 
during 1943, according to a survey 
recently completed by McCall’s. 

More than three-fourths of the 
932 markets responding to a ques- 
tionnaire mailed by Arthur Hirose, 
director of research for the McCall 
Corporation, plan to cut their ad- 
vertising and merchandising budg- 
ets. Only a small percentage have 
decided on definite cuts, but indi- 
cations are that budgets will range 
from two-thirds to nine-tenths of 
1942 expenditures. No apparent 
change in the pattern of media ex- 
penditures was revealed. 

Shifts in “kind” of copy approach 
are most significant, Mr. Hirose ob- 
served. 

Straight “price” advertising will 
receive less emphasis, 78% of the 
operators reported. Economy will 
continue to be stressed, but “cut- 
price’ appeal is out for the dura- 
tion. 

Virtually all the operators polled 
indicated plans to feature copy on 
rationing, “points,” nutrition and 
other informative data. 
mately 97% 
recipe and menu help. 


To Stress Brands 


This type of copy will help mar- 
ket owners to concentrate selling in 
plentiful foods, thus cooperating 
with the Department of Agricul- 
ture’s “Victory Foods” promotion. 

Nationally advertised brands 
will be stressed by 60.9% of the 
supers. 

Proof of consumer preference for 
recognized brands was given, ac- 
cording to McCall’s by the questions 
on coffee rationing, which revealed 


that women cleared out all but| 


NOW 
5,000 WATTS 
DAY & NIGHT 


600 KC 
The Only Columbia 
Station in Maryland 
Pau! H. Raymer Co. 


Notsomad Sales Representalee 
ew York - Chicago - San Framcisce - Los Angetes 


/'women workers 


Approxi- | 
plan to offer more | 


private and unknown brands by the 
end of the first week of coffee 
rationing. 

Smaller, related-item or recipe- 
ingredient displays will be stressed 
in 54.4% of the markets. Extra 
were considered 
helpful in selling available supplies 
by 60.2%. 


‘Movie Show’ Trims 
Circulation Guarantee 


Movie Show will stabilize its cir- 
culation guarantee at a monthly 
average of 125,000 beginning with 
the May issue, Homer Rockwell, 
vice-president and advertising man- 


ager of Hunter Publications, has 
announced. The black and white 


page rate has been reduced from 
$300 to $250, with parallel cuts in 
color and rates for other spaces. 

The new Screenland Unit publica- 
tion appeared first in October, 1942, 
with a guarantee of 150,000. The 
current reduction was made to com- 
ply with the paper allotment order 
of the War Production Board. 


Starts Medical Agency 


Allen Klein has organized Med- 
ical Advertising Service, 2 W. 45th 
St., New York, specializing in pro- 
motion for food and drug products 
directed to physicians, dentists, 
nurses and allied _ professional 
people. 


*Canadian Home Journal 
-*Canadian Homes & Gardens 
*Chatelaine 

1*+Liberty 

*Maclean's 
TEEPE ETE TS 
*National Home Monthly 
*New World 


} Display, including poultry and livestock in Canadian Farm Papers 
| 7Cenadian Countryman 5 
|} *Country Guide . 


“*+Family Herald & Weekly Star 
Eastern Edition 


*Farmer’s Magazine ...... ‘ 
2*Free Press Prairie Farmer 
%* Western Producer 


Total Group .. 
*Figures furnished by publisher 
+January figures. 
tJanuary-February combined. 
iFive issues both years. 
2Four issues both years. 
*Four issues, 1943; five issues, 1942. 


FEBRUARY LINAGE IN CANADIAN MAGAZINES 


1943——_—_ ———1942 


Lines 


Pages Lines Pages 
28.3 19,248 33.7 22,886 
26.5 7,775 24.5 16,474 
23.8 16,209 0 22,459 
18.6 7,973 18.1 7,785 
29.5 20,084 36.6 24,883 
35.4 23,812 35 13,758 
. 7 24 0 


127,031 225.3 


15.8 11,088 15.1 10,560 
18.7 13,495 23.8 17,116 
25.5 25,71 21.3 21,492 
24.6 24,887 20.8 21,037 
10.1 7,305 10.3 7,401 
19.0 13,266 18.7 13,090 
19.6 13,722 22.4 15,701 
27.3 30,672 23.7 26,695 
19.9 21,267 15.2 16,281 
180.5 161,415 171.3 149,373 


Haring Heads National 


Marketing Association 


Prof. Albert Haring of the school 
of business, Indiana University, has 
been elected president of the Ameri- 
can Marketing Association, succeed- 
ing Vergil D. Reed, War Production 
Board, Washington, D. C., who has 
been named a director. Other offi- 
cers are Wroe Alderson, Board of 
Economic Warfare, Washington, and 
Philip Salisbury, Sales Management, 


vice-presidents; Prof. Ross M. Cun- 
ningham, Massachusetts Institute of 
Technology, secretary; 
Whipple Green, Real Property In- 
ventory, Cleveland, treasurer. 
Directors are Ralph S. Alexander, 
Columbia University; Henry E. Erd- 
man, University of California; John 
H. Frederick, University of Texas; 
Lyman L. Hill, Servel, Inc.; James 


|'L. Palmer, Marshall Field & Co.; 


and Everett R. Smith, Macfadden. 


| Publications. 


Howard | 


Springfield Ad Club 
Aids Red Cross Drive 

The Springfield Advertising Club, 
Springfield, Mass., has taken over 
the publicity and sales promotion 
|campaign for the annual $339,000 
Red Cross War Fund drive as an 
|additional war activity. 

Matilda Farber, advertising man- 


55/ager of Steiger’s department store, 


|is publicity chairman. Advisory 
board members are J. Maxim Ry- 
|der, H. E. Gibson, William Mason, 
|Mrs. Beatrice L. Becker, Carroll W. 


|Robinson, Herbert King, Harry 
|Storin, Robert Fuller, Kenneth 
|Henshaw, Mildred Dowd, Wayne 


|H. Latham, Albert W. Marlin, Flora 
|E. Smith, J. Harold Cahalin, Harry 
|\A. Oltsch, David Sullivan, and 
|Leonard H. Marcus. 


ae NAMES 
| ADDRESSES 


COUNTY AGENTS 


HOME DEMONSTRATION AGENTS 
OTHER AGRICULTURAL LEADERS 
COMPLETELY REVISED UP-TO-DATE 


if your business is in the Agricultural field, 
you will find this accurate information very 
valuable. 28 years of Publication. Contains 140 
Pages. Price $5.00 postpaid. Just off the Press. 
Mailing Now. 


COUNTY AGENTS DIRECTORY 


223 W. Jackson Blvd. Chicago, Jil. 


co 5843 
PEVOE & RAYHOLDS Ot nn a MA te 
$19 . 


This is what prospects for paint see when they look in the 
Classified. Note how easy it is for them to find a local 
cuthorized Devoe dealer. 


Fe Cost Mor 
oeooa PAINTS 


“WHERE TO puy It” 


DOWNTOWN 


For details, call the business office 
local telephone company and ask for the 


oP 


customers 
find your dealers? 


War work has moved millions of Americans from their 


together. 


Directory Advertising Representative. 


of your 


old towns and transplanted them in strange communities. 
Not knowing who your dealers are, how will they buy your 
product or get service? 

You can tell prospects and customers who and where 
your authorized outlets are by subscribing to Trade Mark 
Service in the Classified section of Telephone Directories. 

Your trade mark would be displayed in the Classified. 
The names, addresses and telephone numbers of your local 
outlets would appear underneath. The public and your 
dealers would appreciate this convenient way of getting 


Wherever you have distribution, why not consider this 
tested plan for directing sales and 
authorized outlets? 


service business to 


R 
eee an 


je. oS". 


Yas Seat 


. 


PS ecm Hy a Bg ec ae Se ae ee a ae wrt. : jai 5s s » *% * -o) ieee, sd + are ae se 
ar Ce ' lag ye ee ; A rt ie) » 7 : a zi +e 4 és dey : “ f 2A ¥ a. \ é ona mee 1 ie iv? “« eae Safes Reale OT La ae “ c ee ‘ oes ¥ ot ree ces; ‘ re 
res = is Bis. 2 
3 February 22, 1943 ee a — 
=—_ a aca A ne A tt SS aunenen a — — - — — “ Bes 3 . 
; .. 16.5 11,201 21.2 14,39 a 
< ; Total Grouy 148 148,1 . 
aa 
ae 
- 
Western Edition . - iad e : 
+Farm and Ranch Review...... ‘ , = 
+larmer’s Advocate & Home Magazine , 
—.]_$ $$$ - * i 
a —— | 
—_—__— | a 
ae a a : 
Lee - 
PS cS oe J 
. ; % ay 
‘ - / b 
‘aoe she 
be ont : et 3 : gf a8 
Prin © & m~N Aa 
; ; € : 
* ee : = ' / ; : 
| > $ ° ii amie | > . a a 
so BL =| — Gas ls ‘, i : 
il iia Bh ee # z. 
ee ‘ % + es i Fae €: hee 
z ’ ant ¢ | t : 
* ‘ ; 2a a Gee : eS 
: ees. a ’ 
| ule Pia “a | 
P af - a . : \ : 7 a 
" iz La : a —— 
N Pp X 3% se Meg . ah > ' . - e* D . r = 
i e — — OP was +s - # zz * 
g \ ae ’ are 
’ a 5 ie : . Ek 
rt: é “ « Ce ' 4 
é ay as é , 2 yi ° \\ a 
¢ pee \ * i. i, =. . i P » 
x 7 ea a 7 ” e 
ie y a if PP i 4 ’ ~ \, bs 
bs q % + ‘ Ww ‘ _ 
he F a a eS A WS 
; ied) Van ‘tg “QS > A SY Dn be Se ‘ 
& é f . ~ w\ SN . A ~~ 7 
* : = % 7 
oe, - * 7. et 
¥ . aan 
2 | oF ‘ 4 he 
: . a +s rae 
z a: a a 
q 4 ; rs oe. 
ae ey 
- ‘i ne 
a me i. ak, 
. x “ae 7 
a 
——_————”. DIRECT OR 4 — 
: he e of &§ CLASSIFIED TELEPHONE = — 
ead Be a aad . 
| : s1-(Cont’d) = 
a sf -Reta ( oo. 
Yor! ee Paint Dealers — z 
| ’ ‘ om ios 
+e = 
’ g an 
_*% i) on 
L id 5 cafe 
! "9 a rr _ 
f “4 
7 ie 
t 4 ae 
' Z e ry tet 
. Le Ce tne wy tant 9269 | z 
: a mr Newari y- 420d ax N Robbinsdale s 
7 4343 south : 
’ . 1705 -TESTED — sda om 
cs | r orem = w-- ont aT " * 
d | 3 N eee. 
: | ee ee ‘. 
Ay 
. i rare i : ut * * a . ‘4 = pat " ; Bui 


26 ADVERTISING AGE February 22, 1943 
: : . = —e oe — paneemtse —— ae 

é r 25 38. ee 
One Way to Save "ES... * 


Paper: Print Your *; 
House Magazine 


Chicago, Feb. 17.— The 


Editors of plant magazines will 
undoubtedly be especially interested 
cost comparisons between the 
two forms. With 750 copies of the 
/house organ costing $150 in dupli- 
paper | cator form, 1,000 copies of the new 


problem has been solved, as far as printed paper cost only $185, includ- 


the house organ of Lindberg Engi-|ing 17 halftones. 


In addition, the 


neering Company is concerned, with company believes the printed cost 

| will be even lower after the print- | 
“The Candle,” Lindberg’s employe | ing procedure has been developed 

paper, has been published in dupli- | into a routine. 

cator form for five years, in which 


sheets SPECIAL FOR ARMED FORCES: 


ease and dispatch. 


form it has required 28,000 


(280 pounds) of 8% x 11 duplicator | 


paper. 


Ottumwa, Ia., Feb. 17.—In order 


_ Now the same volume of|to comply with War Department 
material is printed, in very attrac- 


tive form, but consumes only 270 


| and postal regulations, “The Morrell 
| Magazine,” employe magazine of 


sheets (40 pounds) of English finish | John Morrell & Co., is now being 


WHAT’S GOING ON? 


@ Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 


publicity, 


types of products and services. 
Write for Booklet No. 20. 


BACON'S CLIPPING BUREAU 


La Salle-Wacker Bldg. 


GENERAL MAGAZINES 


Chicago, Il, 
BUSINESS PAPERS ¢ FARM PAPERS 


|printed in two editions—the regular 
|edition for employes, and a special 
| lightweight paper edition for former 
employes in the armed services. 

L. O. Cheever, editor, explained 
that the innovation is due to the 
recent regulation prohibiting ship- 
ment of employe magazines outside 
the United States unless they weigh 
less than two ounces and are ‘sent 
first class mail. The magazine con- 
tains 32 pages and weighs 3 
ounces, but the use of special light- 
weight stock will bring the over- 
seas edition within the two-ounce 
limit and permit its mailing without 
change in format or contents to 
former Morrell employes in over- 
|seas service. 


(THERE'S A LOT to be said for fertility 


when it comes to creating traffie .. . 


and repetition plays a part. too. 


In the 


Pittsburgh Post-Gazette it may well be the 


fertility of thinking expressed in the edi- 


torials and the daily repetition of sparkling, 


interesting news and features which give the 


Post-Gazette “25¢ 


, 


© more men and wornen 


reader traffic than the average of 19 metro- 


politan newspapers. 


*“L. M. 


PITTSBURGH POST-GAZETTE 


PAUL BLOCK AND ASSOCIATES-NATIONAL REPRESENTATIVES 
New York © Chicage © Philadelphia © Boston ®@ Detroit © San Francisco @ Los Angeles @ Seattle 


Clark Reader Traffic Studies 


= wen 
Peg 


The Diary of an Ad Man 


This diary embraces the observations and reflections of one of America’s 


most prominent and widely known advertising men. 


It is presented in 


ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 

direction” of any kind. The author is glad to receive comment, but can- 

not answer letters, except as he may find it appropriate to do so through 
the column. 


February 8. When I see a publication 
representative these days I am reminded 
of that old limerick about the young lady 
of Niger who went for a ride on a tiger. 
As I recall it, they came back from the 
ride with the lady inside—and a smile on 
the face of the tiger. With the sellers’ 
market which many publications now 
enjoy, thanks to the paper shortage, the 
space buyer who too often took represen- 
tatives for a ride now confronts a tigerish 
smile which is awful to behold. 


° 


February 9. Listening to our new busi- 
ness man make a presentation to a pros- 
pective client, I thought how badly this 
whole procedure of advertiser - agency 
selection is conducted. Too often both 
advertiser and agency put the emphasis 
on the wrong things. The difficulty is, of 
course, that the things which really count 
for an advertiser in agency service are hard 
for him to put his finger on and hard for 
the agency to exhibit. They lie almost 
wholly in the quality of the agency’s think- 
ing, vision, and courage. The process of 
examining or exhibiting an agency part by 
part, in all its mechanics, tends to evapo- 
rate all these really important qualities on 
which the advertiser should make his 
judgment—just as the petal by petal dis- 
section of a flower destroys its bloom and 
perfume. 


February 10. Thinking of postwar plan- 
ning in terms of the advertising business 
itself, I began today to get up to date on 
the technical situation affecting future 
broadcasting. My first explorations brought 
me up with a jerk. If what the technicians 
say is true, there is a revolution impending, 
once the war is over, in the now possible 
developments of television, frequency 
modulation, and the transmission of 
graphics. 


February 11. Today, after many years, 
I met a friend of my youth who used to 
be an ardent socialist, filled with visions 
of reforming the world. He says he never 


got over it until he married and found how 
difficult it is to change just one woman. 
From a close study along similar lines, I 
have often wondered how we manage to 
make enough converts to make advertising 
pay. 


February 12. Dining in a small, quiet 
restaurant in New York last night I dis- 
covered that the proprietor had once been 
cook, butler and houseman for George 
Buckley, in the days when George was 
president of the Crowell Publishing Co. 
Discovered, too, that for him as for me, 
George has never died. To this day I 
can see and hear him as he was the first 
time I met him—when he walked into my 
office and said he had come West to look 
for an ad writer who “knew how a manure 
pile smells on a frosty morning.” 


February 13. Sat me down in the Sat- 
urday morning quiet to turn out an over- 
due piece of copy. First came those two 
or three false starts, like the cranking of 
a cold engine. Then a phrase came through 
with a spark, and the mental engine raced 
for a minute and died. Then a new start, 
but this time with more confidence that 
the juice was there. A little adjustment of 
the carburetor, so to speak—to sixteen 
parts gas and one part hot air—and soon 
I was purring along to the end of the run. 
Nothing like it. 


February 14. (ON THE NATURE OF 
ADVERTISING KNOWLEDGE) Among 
the “pure” sciences of which advertising is 
an application are individual psychology, 
social psychology, sociology, economics, 
and linguistics. For example, there are 
some studies in social psychology which 
indicate that individuals break down old 
habits and acquire new ones most readily 
in times of mass crisis. Today is such a 
time. Thus these studies suggest that 
there is more danger to old brand habits, 
and more opportunity for new ones now 


than in normal times. 


7 2 Night Programs 
Break ‘30’ to Set 
Listening Records 


New York, Feb. 17.— Record- 
| breaking day and night radio audi- 
ences were attained during the 
weeks of Jan. 18-24 and Feb. 1-7, 
according to report No. 23 of the 
Cooperative Analysis of Broadcast- 
| ing, released today. 


= Where the hardware business is 
; Soto there is HARDWARE AGE. ae 


This is shown graphically — 


 READER-SUBSCRIBERS WHERE THEY COUNT 


Twelve nighttime programs were | pacing | mountain west SOUTH WEST NORTH £AS) SOUTH BAST NORTH souTm miOO.e ue 
rated over the *30 mark, com- dev nce TM Mi | _ Sewvaas | _ Seman _ Cenvaar s COwTaAar arLanric atvantic t» pce 
pared with seven during the com-| |” ~~ = - a 
parable period of 1942. Nine day-| 
| time programs broke through “10.,” i 242% 
a CAB rating previously regarded fer , * 
as the high-water mark for daytime ——— 4 ‘ — ——}-2— 
. . | eae 
ratings. The median rating for eve- ; & fé/\% 
9c . | 4 
ning programs was 13.5 during the Jaan > | 3 
1943 period, compared with 12.4 in tee * oe } ‘ 
‘ » e rece *? no | 
1942. : P , 10%, + ~ *~ 4 £ ——————_+-———— . 
The nighttime programs topping — le? *s 0S erg 
on) - be *> | 
“30” were Lux Radio Theater, Kay 4 i Oh son 
Kyser, Chase & Sanborn Hour, Fib- seme eee” $2" | 
ber McGee and Molly, Jack Benny, 20% 
Bob Hope, The Aldrich Family, ° HAROWARE STORE SALES WARDWARE AGE CIRCULATION eennececes=** 
a a ait , eeaeee 
Maxwell House Coffee Time, Red ree 


Skelton, Mr. District Attorney, Rudy 


Vallee, and Walter Winchell. 

The daytime leaders were: Pause 
that Refreshes on the Air, Romance 
of Helen Trent, Our Gal Sunday, 
Kate Smith Speaks, Life Can Be 
3Jeautiful, Ma Perkins, Stella Dal- 
las, Aunt Jenny’s True Life Stories, 
and Big Sister. 


I, HARDWARE AGE you hove thorough and influential coverage in oll ports of the 
hardware trade — in the East, West, North and South, in “Small Town” and “Large 
Town”, Jobbers, their merchandise managers, buyers and salesmen and 
among live retailers and their sales personnel 


among 


No other publication approaches HARDWARE AGE in its 
coverage of the essential elements of the trade 


—— wi 7 , Using the sales development power of HARDWARE AGE to 
+’) the practical limit represents the most effective employment of 
Blue Promotes Buckham paP”act de mandincherer's cdvertaing dallas 
D. R. Buckham has been named al The Hardware Market and How To Sell It”, a File of Facts 
to the post of eastern sales manager is yours for the asking 
of the Blue Network, succeeding 


George M. Benson, who has joined 


the Navy. Mr. Buckham began his 
career in 1931 with the McGraw-| 
Hill Publishing Company in New 


York and joined NBC in 1934, later 
transferring to the Blue when a sep-| 
arate sales staff was initiated 


Harpware AGE 
© 100 East 42nd Street, New York,N 


Iton Publication A.B.C. A.B.P. 


« Charter Member «+ 
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— ——— 
— ee a — ~ = —_—— - —— -——- — —— 
" mber Demand FEBRUARY ADVERTISING LINAGE IN FARM PAPERS | F P Sh 
Lu Commercial Display Commercial Display Pp 
F Including Poultry and Display Including Poultry and Display S b 4 4 
Spawns ew arm Livestock Advertising Livestock Advertising u stantia inage 
-——1943——, -——_1942-—__. 1943 1942 -——1943-——, -——-_1942-——— 1943 1942 
S MY Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lines G 2 
Mar e ervice Monthlies Indiana Farmer's Guide 8.6 6,743 9.3 7,322 6,291 6,952 | qin ver 
? American Poultry Journal: Kansas Farmer........ 9.8 7,480 8.6 6,508 5,351 | " 
Washington, D. C., Feb. 17.—To Eastern Edition .... 45.9 45.9 19,690 9,397 8,476| Michigan Farmer...... 19.6 15,031 24.1 13.744 16.580} New York, Feb. 17.—All farm 
enabie the farmer to get the most ee Edition ..... 33.6 28.6 12,246 6,940 5,876 | Missouri Farmer...... 7.5 5,892 6.5 5,752 5,089 | paper classifications but one scored 
- : ‘ festern Edition .... 24.8 19.7 8,467 6,088 4,861 |'Missouri Ruralist ..... 13.2 10,018 9.5 9,154 5,962 ainc : <+. 5 i 
profit out of ° SOWING demand for tin all 3 Editions.... 18.6 16.3 6,984 5,845 4,422 | Montana Farmer 15.7 11,888 12.6 9,571 8,639 gains this month to establish a 
“home-cut lumber, and at the| etter Fruit ......... 10.7 12.8 5,388 4,507 5,388|Ohio Farmer...... . 23.2 17,801 16.9 17.031 11,967|15.3% linage increase over 1942, 
came time to prevent ruinous log- ee —— he 9 +94 B a 708 2:037 | “Oregon Grange , ; mye ld according to an ADVERTISING AGE 
= . 9 ie alifornia ‘itrograph.. 3. 6. 2 9,013 288 oo ae ‘en 9.8 0.556 11.4 2.432 10,556 2,432 ilati . 
ging operations, aoa states have en Capper’s Farmer ...... 29.8 21.5 14,641 19,014 13,445) 'Pennsylvania Farmer. 34.0 26,090 34.7 26,617 24,308 23,801 compilation, based on figures of 
tered into cooperative arrangements | *Carolina Co-operator.. 6.1 6.5 2,747 2.545 2.747|Utah Farmer.......... 14.2 10,694 13.3 10.054 8.729 8,039| Publishers’ Information Bureau. 
with the Department of Commerce Country Gentleman.... 54.6 44.3 30,124 34,535 28,012) Western Farm Life.... 77.3 60,601 55.6 43,606 19,492 17,459 Increases included 16% for Feb- 
Forest Service for development of a py oy Bey =. as 952 10.2 4,160 952 4,160] Total Group 273.6 216.531 242.5 194,438 162,501 154,509 | Uary monthlies; 11.4% for January 
forest marketing service for farm-| Farm and Ranch...... 23.7 17,899 21.9 16,581 15,224 14,255] Bi-Weeklies—January semi-monthlies; 22.9% for January 
er's Farm Journal & American Agriculturist 21,483 29.7 28,891 18,775 25,944) bi-weeklies; 16% for January week- 
poe ‘ar ss ‘ife 56.$ 2 3 $ 9,266 22 7,3 zone FROG ccices 20,5 2 5,1! 2 52 ; H ° <a 
Eventually the department ex-|.:iorida Growers Mag.. 7.9 3272 12 864 5.372 4.864 | California Cultivator... 17873 171 12908 15,917 11.662| Hes; and 14.8% for January dailies. 
pect that 38 states will be enrolled | «Hoosier Farmer ...... 10.6 4,767 14.5 6,525 4,767 6,525 | Dakota Farmer 14,220 11.7 9,036 2.819 8.770 January monthlies registered a 
in the service, which contemplates | *Kentucky Farmers’ Farmer, The ........ 20,867 16.7 13,084 18,412 11,518 | linage drop of 3.7% from 1942. 
: P a Home Journal..... » 329 9,169 10.7 8,381 7,824 7,826 | ‘Idaho Farmer 12,512 16.1 12,199 12,421 11,893 
assistance for farm woodland own *Michigan Farm News 1.3 2,660 8 1,652 660 1,652 | Nebraska Farmer. 21,097 13.1 9,558 18,870 8,039), . 
ers 1n finding proper markets, pre-| «National Livestock tAverage Editions.. 23,116 14.8 10,764 19,897 8,908 Courant’ Price Up 
aring agreements for sale of forest PROESOOT  ccccsesancs 7.5 65,495 4.0 2,929 5,495 2,915 | New England Home- . 
only as Nation’s Agriculture... 4.4 1,994 6.7 3,011 1,987 3,011 SNE as sxe ona ks cKes’ 21.2 14,826 20.7 14,477 12,661 12,230 The Hartford Courant’s Sunday 
roducts, and obtaining full value} *<''° s : ‘ eS oe ~ ; SH. ++ - } . 
Pp New Jersey Farm & ‘Oregon Farmer ....... 15.5 11,746 16.6 12,515 11,683 12,254] price has been raised from 10 cents 
for the products. Data on current errr errr 26.0 11,698 31.9 14,346 9,456 11,530] Pacific Rural Press: to 12 nt : 
prices will be kept and dissemi-| *Ohio Farm Bureau Northern Edition.... 27.4 20,686 24.3 18,400 19,552 16,747 o cents a copy. 
P : . Sten pew eae «ea 10.5 4,705 8.1 3,637 4,705 3,637 Southern Edition.... 25.9 19,588 23.7 17,928 18,286 15,891 
nated, and the service will supple-| poiiiry Tribune: tBoth Editions ...... 24.5 18,524 21.7 16,367 17,390 14,714 
ment existing programs urging good Eastern Edition ..... 515 22,102 47.6 20,406 10,993 8,640] Prairie Farmer cam * e 2 eo e & a 
cutting practices and improvement oe aetien +e +e Here 3% get aes et Ill, & Ind, Editiens.. 28.1 20,489 17.7 12,916 19,265 11,966 
: estern Edition... 31.3 3,446 23.8 ),276 8,10 5,615 | Rural New Yorker..... 21.4 16,755 19.9 15,620 12,859 11,723 
of forest management. Pacific Edition ..... 33.9 14,552 25.7 11,026 8,355 5,936 | Wallaces’ Farmer . 29.5 23,094 21.8 17,070 17,879 10,840 oe 2 
In announcing the move, Secre- tin all 4 Editions... 24.8 10,654 18.3 7,859 7,681 5,018 | Washington Farmer... 17.2 12,974 16.2 12,255 12,932 11,935 
tary Claude R. Wickard said that Peemcestive, Parmer: } : Wisconsin Agriculturist 21.5 16,883 12.9 10,097 16,142 9,712 
or Carolina-Va. Edition. 32.5 23,625 28 20,67 22,173 9,491 - _ 
the war had boomed demand for all Georgia-Ala. Edition. 33.3 24,229 28.9 21,054 22,785 20,151 \.. 6...) MOP Peeres. $78.3 285.339 308.3 232.141 258.635 205.705 * ® 
forest products, and “has also led to| ky.-Tenn. Edition... 32.6 23,726 27.2 19,794 22,217 18,763] Weeklies—January 
4 great increase in the amount of Miss.-La.-Ark. Edit'’n 31.4 22,826 25.5 18,542 20,958 17,423 | Capper’s Weekly....... 5.6 12,559 5.6 12,592 8,746 8,895 
destructive cutting ” Texas Edition 33.0 23,999 25.8 18,758 21,897 17,247] Washington Grange - e 
. . tin all 5 Editions 26.2 19,036 20.9 15,195 17,977 14,619 OWS occsscsnss : 12.4 13,48 15.6 16,940 13,48 16,940 
Funds for the forest products tAverage 5 Editions. 32.5 23,681 27.2 19,764 22,006 18,615] Weekly Kansas City 
marketing service will be allocated Southern Agriculturist. 21.2 14,804 14.2 9,932 13,596 9,254 Star J * 
: , al th basis f th Southern Planter.... 21.9 15,385 22.2 15,563 14,190 14,540 Missouri Edition é 2s »1,661 4.7 11,479 17.952 8,834 
in genera on © asis 0 e Successful Farming. 59.1 26,609 41.9 18,859 25,110 17,657 - _- - 
amount of productive farm wood- — — — - Total Group ........ 6.8 47,602 25.9 41,011 40,180 34,669 t ee 
and in the state. Matching by state| Tetal Group ...... 821.4 457,688 713.5 394,481 377,358 322,440 Dailies—January 
lé i ona 50-50 basis will Aes Monthlies—January *Chicago Daily Drovers 
funds é sis e €S-| american Fruit Grower 18.6 8,491 15.2 6,920 8,470 | Journal ............ 26.0 55,237 22.0 46,890 35,677 29,559 % @ 
sary. Arkansas Farmer . 6.5 4,907 6.9 5,247 4,701 5,02 *Kansas City Daily 
ee Farmer-Stockman ‘ , a9 9.768 15.0 11,345 7,032 10,223 Drovers Telegram . 24.4 52,096 21.0 44,764 40,179 3,840 | N ( 
*Idaho Granger we 4.5 4,932 5.1 5,579 4,932 5,579 | *Omaha Daily Journal 
NBC Appoints Robb W yoming-Stockman | Stockman ‘ 29.9 63.749 25.7 54,671 45,992 43,324 * ° e 
h Robb. f , Farmer . ‘ 1.8 1,632 2.0 1,783 912 1 89 | *St Louis Daily Live 
Arc oO , lormer general man- - |} Stock Reporter 21.3 45,233 19.7 42,134 37,377 34,354 & 
‘ nts fount ¢ Total Group .. .. 44.3 29,730 44.2 30,874 26,047 29,332 —_ - = J 
ager of station WIOD, Miami, Fla.,| ~ - ; ee +) 
* : Semi-Monthlies—January lotal Group 191.6 216,315 88.4 188,459 159.225 141,077 
has been appointed assistant tO} scalifornia Grange va 
Wynn Wright, NBC eastern program News 11.6 12,577 14.9 16,254 12,577 16,254 *Figures furnished by publisher . 2 ” 
manager 1Dairymen's League | tFigures not included in totals 
— ¥ News Terre ) 2.537 2.9 2,110 366 1,712 | 'Two issues, 1943; three issues, 1942 
Hoard'’s Dairyman.. 25.6 18,623 22.2 16,183 16.482 14,332! 71943 one edition of zone; 1942 four editions of zone. J 2 
\ LZ fel Ph “Chi 
a ofo-engravers in Chicago 
c ANGERS are BUYERS =| BBDO Boosts Barrett Blaker Gets Glasses Adds Two Accounts a * 
= GR oe alert Grange Larne i with a Fred Barrett has been appointed Magazines and trade papers will Nursecraft, Inc., New York, man- 207 North Michigan Ave. 
fornia Oregon, W anew group rate in g associate manager of the media de-|be used for Harlequin glasses for|ufacturer of nurses’ uniforms, and 
‘ one campaten it Oo FARM GROUP S/ partment of Batten, Barton, Dur-|women and Tactic glasses for men,|Gem Photo Supply Company, New FRANKLIN 5854 
PACIFIC ' Bldg.. San Francisco |, stine & Osborn, New York. Mr.|advertising of which has been|York, have appointed S. Duane| @ co 
Wm. Hastie, New Yorks © cific Coast Barrett was associated with Comp- | placed with Blaker Advertising|Lyon as their agency. Business 
& Chicago; Duncan A. eo" ton Advertising before joining! Agency, New York. Paul T. Sprintz!| papers will be used for both ac- i. a e * . % = 
ee BBDO. | Sr. is account executive. counts. ae 


Today particularly, one of your primary responsibilities is to put your 
influence behind product improvement. There’s a whole nation of fighters 
and workers to be fed and kept healthy. Can a product of yours help? 

Vitamin enrichment or fortification may be the answer. And if vitamin 
A is a logical addition, you will want to get and pass along the facts about 
what we believe to be the finest vitamin A concentrate available. 

Distilled Vitamin A Esters* is the name. This concentrate of vitamin A 


in the natural Ester form is produced by molecular distillation in high 


drug copy? Here's one 


sure technique 


Axiom: Improve the product and you automatically improve the copy. 


advantages. 


to foods or pharmaceuticals. 


*Protected by U.S. product patent No. 2,205,925 and more than 50 process patents. 


DISTILLATION PRODUCTS. INC. 


55 RIDGE ROAD WEST. ROCHESTER, NEW YORK 
Jointly owned by EASTMAN KODAK CO. and GENERAL 


Sales Agent: — 
Special Commodities Division, General Mills, Inc. Minneapolis, Minn 


“Oil-Soluble-Vitamin Headquarters” 


vacuum, a process which gives the resulting concentrate several unique 


Distilled Vitamin A Concentrate in the natural Ester form is scien- 
tifically uniform in quality, high in potency, two to ten times more stable 
in heat, light, and air than any other commercial concentrate we have 


tested. Exceptionally bland, this vitamin A does not impart taste or odor 


Write for our new illustrated brochure, “The Story of Vitamin A Esters.” 


Get complete information and performance data for your technical men 
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Mr. OPA’ to Tell 
All About Price 
Ceilings in West 


San Francisco, Feb. 18.—Advertis- 
ing in the West is committed to the 
task of helping win the war and is 
working in close cooperation with 
every government war agency, 
Charles W. Collier, managing direc- 
tor of the Pacific Advertising As- 
sociation, told a retail furniture in- 
dustry group meeting here during 
the Western Spring Market. 

In response to an appeal from the 
regional OPA office, Mr. Collier 
pointed out, the association repre- 
senting clubs in more than 20 cities 
has prepared an extensive plan of 
advertising for retailers to help 
them interpret to the public the 
meaning of price control through 
maintenance of price ceilings. 

“To visualize this program and its 
meaning to the public,” Mr. Collier 
said, “we have created a theme in 
the figure of a little character en- 
titled Mr. OPA. Mr. OPA is to the 
Office of Price Administration what 
Uncle Sam is to the U. S. 

“Through a series of carefully- 
planned newspaper advertisements 
which will be available to any re- 
tailer for use in his community, we 
tell the story of how Mr. OPA is 
working for the public, keeping 
prices down, keeping dollar values 
up.” 

Mr. Collier said mats of the com- 
plete advertisements or mats of cuts 


, a a a a a a a aes 
* * 
* In 1942 business executives *« 
* paid $1,008,305 cash-on- * 


*  theline toread...  ™* 
* +. 


* CHOOSE THE 
LEADER IN 
* THE BUSINESS 


FIELD... 
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used in these advertisements will 
be available through the OPA office. 
In addition to the newspaper adver- 
tisements, there will be posters, car 
cards, radio scripts and suggested 
newspaper stories. 

This advertising program, it was 
pointed out, is part of the new pub- 
lic relations program outlined by 
Prentiss Brown, OPA administrator. 


Labor Is Problem 


Col. Lawrence H. Whiting, presi- 
dent of the American Furniture 
Mart, Chicago, who is now serving 
the Army in a dual capacity as con- 
sultant, predicted that many plants 
now busy with war orders will be 
converted to the making of furni- 
ture and home appliances after the 
war. He said 27% of the furniture 
industry has been converted to war 
production, with the remainder con- 
centrating on goods for civilian con- 
sumption. 

“Furniture factories have nearly 
completed their task of filling gov- 
ernment requirements, so that civi- 
lian needs can now be taken care 
of more easily,” he said. “The chief 
problem is that of labor. There is 
no shortage of wood.” 


‘Monitor’ Switches 
3 Advertising Men 


William FE. Brewster, formerly 
western advertising manager in the 
Chicago office, has been appointed 
assistant advertising manager of the 
Christian Science Monitor, Boston. 

Norman S. Sweetland, formerly 
New England advertising manager, 
has been appointed manager of na- 
tional advertising, and will continue 
to supervise the work of the New 
England advertising office. Marshall 
W. Hill, formerly advertising repre- 
sentative in the Chicago office, has 
been appointed western advertising 
manager. 


Brach Names Ellis 


E. J. Brach & Sons, Inc., Chicago, 
candy manufacturer, has appointed 
Sherman K. Ellis & Co., Chicago, 
to handle its advertising. “Swing,” 
a new candy bar, will be promoted 
through five-minute radio transcrip- 
tions featuring swing music. George 
Bogart is account executive. 


completion of the war. 


MOLINE-ROCK ISLAND 
is an important 
War Production Center 


of 
103,526 
(1940 U. $. Census) 
and a Sure-Fire Bet 
for QUICK 
POST-WAR EXPANSION 


NATIONAL REPRESENTATIVES 


MOLINE 


DISPATCH 


ROCK ISLAND - MOLINE 
a Busy Railroad 


The Rock Island Lines’ Silvis Shops, largest on the system and 
one of the nation's largest, is located in the Rock Island-Moline 
metropolitan zone. The Silvis shops, established in 1904, is the 
“hub” of the Rock Island railroad's Tri-City activity which in 
December employed 2106 people with an estimated payroll in 
1942 of over $4,000,000.00. The Rock Island Lines’ Silvis Shops 
is another of Rock Island-Moline's leading industries that help 
make this a good market today and promise to do likewise at the 


Cock your eyes to the future as you 
plan today’s market schedules. 
boom towns won't deliver needed sales 
when the Victory Peace becomes a 
reality. ROCK ISLAND-MOLINE, good 
today, will be a vibrant and expanding 
market in the post-war era. 


Centrally located, splendidly served by 
rail, air, water and highway facilities, we 
are looking ahead with eager confi- 
dence to vast future expansion. 


Terminal 


Rock Island Lines Photos 


War- 


THE ALLEN-KLAPP CO. 


ROCK ISLAND 
ARGUS — 
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Pages Lines Pages Lines Pages Lines Pages {jp,. 
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*Ace Fiction Group........ 10.8 2,411 15.7 3,512| Parents’ (N. Y. Metro. Ed.) 46.6 20,010 42.1 11 
Actual Detective ......... 6.3 4,293 7.5 5,090 |tParents’ (National) ...... 45.0 19,311 39.9 - 14s 
PE -ivawen bbe caw d 040.8 30.2 12,970 23.9 10,237 | *Personal Romances....... «+++ «eee. 
*American Forests ....... 5.8 2,436 a 3,108 | Photoplay-Movie Mirror 
American Home .......... 33.7 14,367 30.5 19,292 SEED. s@desetacsdese sends 32.7 14,036 5 Me | 6,184 
American Legion ......... 12.9 5,549 6.2 2,674| Radio Mirror (Mac)....... 27.2 11,682 28.2 2110 
Asia and the Americas..... 1.9 854 2.3 1,006 |Romantic Story (F)....... 30.3 2,980 26.5 113 
Better Homes & Gardens.. 37.0 23,390 41.5 26,249|*Screen Guide ............ 17.9 12,171 18.4 2,507 
SS “eer ae 10.7 7,304 8. 5,837|Screenland Unit .......... 23.7 10,188 925.1 753 
Child Es eae Bae 4.0 1,729 1.8 763 |Screen Romances (MM).... 33.5 14,391 29.6 ae 
Christian Herald ......... 17.9 7,676 23.0 SOUR TOE vccersseeyedcsscs 17.9 12,171 14.1 61¢ 
rrr ree 2.9 2,024 2.2 1,497| True Confessions (F)...... 31.8 13,641 29.5 2,413 
eS ee 44.2 18,980 44.0 18,896| True Experiences (Mac)... 29.4 12,597 31.6 544 
*Dell Detective Group..... 16.0 6,864 16.8 7,206 | True Love & Romances 
<r 13.4 5,755 9.7 4,151 (MAC) .ceceeereeeeceeees 29.3 12,580 31.6 45 
EE eee er eee 6.9 2,995 4.2 1,801|True Romances (Mac)..... 31.4 13,475 33.2 296 
Esquire (National) ....... 29.6 19,922 31.9 21,409| True Story ..............- 40.8 17,526 43.2 24 
ies 7.5 5,239 7.5 B.205 |} VOBUCS ..ccccccscsees 122.9 77,662 121.1 51 
Fawcett Men's Group...... 11.0 4,737 12.1 5,090 | Woman’s Day .........+++-+- 29.4 12,630 35.7 328 
NO ics tk Be ons ale 150.5 95,127 96.8 61,174|Woman’s Home Companion 55.0 37,407 48.6 07 
Front Page Detective...... 15.9 6,810 16.6 7,132 pe ROU ‘ - 
*Grade Teacher, The...... 11.3 4,983 14.1 6,230| Total Group ............ 1,260.1 653,528 1,204.0 621 299 
*Guide Detective Unit..... 6.3 4,307 7.5 5,096 | STANDARD 
*Hillman Detective Group. 14.2 6,081 12.9 5,554|American Mercury ........ 10.1 1,848 7.0 277 
House Beautiful .......... 19.3 12,183 26.7 16,884|}aAtlantic Monthly ........ 28.5 11,970 16.4 3,89 
House & Garden.......... 24.8 15,703 35.8 22,615|Harpers Magazine......... 17.3 4,122 14.7 5 
*Improvement Era ........ 13.8 5,994 11.5 4,937 ee a 
Nr ree 17.0 11,654 14.4 9,869| Total Group ............ 55.9 17,940 38.1 8 65 
Mechanix Illustrated ...... 33.5 7,496 35.2 7,888 OUTDOOR 
*Moose Magazine ......... 6.7 2,896 8.8 3,765| American Rifleman........ 23.3 10,008 21.6 ) ORG 
oo eee 65.8 28,404 35.6 15,363 | Field & Stream............ 21.3 9,139 27.2 11,677 
National Geographic....... 23.1 5,509 16.4 3,903 | Fur-Fish-Game ........... 14.7 6,325 17.6 7,544 
Nation’s Business ......... 46.3 19,844 34.2 14,681| Hunting & Fishinge........ 8.6 3,685 19.5 14 
*Nature Magazine ........ 6.4 2,708 6.0 3,746 }Outdoor Ldfe ...cccccccess 18.4 7,897 25.6 199% 
Open Road for Boys...... 4.8 2,062 3.4 FR Ee a re 9.9 4,285 8.7 7126 
Popular Mechanics......... 67.1 15,036 76.2 17,081 |*tOutdoorsman ............ 25  *keeen 14.1 6.046 
*Popular Publications ..... 15.0 3,360 18.6 S168 1Bports ARSE ......cccceses 17.4 7,447 23.5 0,10 
Popular Science .........-. 63.0 14,126 67.5 15,115 -—— ~ - 
PE web ws ksbssevaeaoee 30.7 13,179 26.4 11,343 Metal GROUD <...ccccccsss 113.6 48,786 143.7 67,756 
*Rotarian eee eee eee e eens 4.6 1,989 5.3 2,266 WEEK LIES—January 
ee serene S855 25 11.9 SG TTT =-13.4 5761 | seqmerican Weekly........ 29.3 55,745 24.9 47,34 
chor a a ahd da 14.6 6,263 13.1 5,640) Business Week ........... 270.5 116,037 177.1 954 
Street & Smith Fiction a s oaae|*Christian Advocate ....... 16.6 6,979 15.5 6,944 
eames SaeePen rest taene es ye eg od Cd 121.4 82,575 98.4 66,9) 
ee Malle lalla a ee ED hiv civisasccenssedsnens 50.9 21,828 47.5 20,382 
rilling Group eee 19.6 Rpt 19.5 £883 WOON CHCIOs .cccacccavdes 67.0 28,748 78.6 33,721 
sown & Country........0. 35.5 23,832 35.3 38,761 RET Na tte once A 23.9 10,278 17.5 7.49 
tTravel tees eeesereeeceens the 860 ems 4.3 2,746 eh he a Be 20.8 16,771 16.8 
, agate te ae al ae + hd | 23.1 9,933 51.1 
Woodmen of the World.... 2.8 1,187 1.9 *, eR Sea Ri peas 184.6 125,568 157.0 1067 
SACHUIRG  ccscveciesssssces 49.9 31,537 32.8 TOCee tee ee 45.9 31,200 20.7 14 
as a a a ees Gelde,...... 265 t0ee BAe 160 
bo a. eee eee 1,105.4 516,1141,033.1 471,200 |Newsweek .............. 167.2 71,720 86.9 
, WOMEN’S — F : ; *New York Times 
| American os ers eee 3.7 1,590 4.5 1,930 NN rae te so 44.3 44,272 28.5 OR 4f 
| 0 a ee 21.3 9,223 25.0 10,746| New Yorker .........-.-ee- 23.1 52,805 120.1 y] 
TT ee eee 27.9 12,006 28.2 SG Re a Se Tt 10.4 7,055 4.5 8 04 
Good Housekeeping........ 76.1 32,659 69.9 29,995 Saturday Evening Post.... 169.4 115,191 168.8 114,797 
MAPpers BOSRAP ...ccccecs 70.4 47,316 65.8 $4,000 |°Baholastico «2... .cccccvcses 10.5 4,504 11.0 4.69 
In a on ds 6 ya ss wk ee hd 12.2 9,248 14.8 11,167 |°This Week Magazine...... 3.9 37,284 37.9 32, 2¢ 
Seer ree 4H) aicssiavenas 33.9 14,558 31.5 Sy ee eet oa ako ie 6 a 233.8 100,285 164.3 70.485 
Household ......+.+-eseee: 23.1 15,731 19.5 13,248]*United States News, The. 127.2 54,577 61.7 26,47 
Ladies’ Home Journal..... 86.8 59,010 75.3 51,217 aiid: Giiamigaaiiinnas smmemementic don 
pS eee rr errer 105.4 45,214 86.7 37,190 ey RR ee ee 1,800.5 1,004,714 1,412.4 79 
DEE sack dvikdteewedaene ed 64.7 43,973 64.4 43,800 | — 
Modern Romances (MM)... 32.9 14,145 26.9 11,573 *kigures furnished by publisher. 
Modern Screen (MM)...... 34.9 14,977 31.4 13482 | tFigures not included in total, 
Motion Picture (F)........ 33.1 14,187 1.7 13,299 alo%43 format 420 lines; 1942 format 238 lines. 
ete iste dae neha *ainks Mgibee “ae.  stcalee Late publication, 
“*Movie Stars Parade...... pane” ° Seeeu ieee. weanail “Figures unavailable. 
J ae an! gd eee 33.9 14,544 32.6 13,704 | Five issues, 1943; 


F ebruary Issues 
of Magazines 
Show Good Gains 


New York, Feb. 17.—Despite 
paper limitations and the absence of 
some peacetime regulars from the 
|advertising columns, all national 
| magazines except the outdoor group 
| made linage gains during February, 
/according to an ADVERTISING AGE 
|compilation based on data from 
|Publishers’ Information Bureau. 
| General magazines carried a total 
of 516,114 lines of advertising in 
February issues, a 9.5% gain over 
the 471,200 lines reported for Feb- 
ruary, 1942. The women’s group 
was 5.2% ahead, with a total of 
653,528 lines, compared with 621,202 
lines in 1942. Standard magazines 
marked up a 106.6% gain, but out- 
door publications were off 28% for 
the month. 

January weekiies, which carried a 
prow of 1,004,714 lines, were 25.6% 


above January, 1942, when the total | 


oor to 799,975 lines. 


Tells Hotel Men 
to Look Ahead 


Hotel men should look beyond 
today’s crowded occupancy and 
|make their advertising work for the 
future, Peter Hilton, Maxon, Inc., 
told the New York Hotel Sales 
Managers Association last week. 

Mr. Hilton predicted great 
changes in hotel advertising after 
the war and said that air transport 
will have developed to such a degree 
that New York hotels will find it 
necessary to advertise in English 
and European newspapers. “You 
undoubtedly will have offices in 
London and on the continent,” he 
said. 


Viner an IPI Officer 

| Col. J. W. Viner, with the com- 
pany for many years, has been 
elected vice-president of the Inter- 
national Printing Ink Division of 
Interchemical Corporation, and will 
serve as sales manager for the sale 
of all specialty products. 


four issues, 1942. 


To Continue Gem, 
Star Blade Campaigns 


The American Safety Razor Cor- 


| poration will continue its magazine 
|campaign for Gem blades featuring 


ithe slogan, “Avoid 5. o’clock 
shadow.” Half pages depicting 
service men without “5 o’clock 


shadow” are currently appearing in 
the American Magazine, Life, Look, 
|Newsweek, The Saturday Evening 
| Post, and This Week Magazine. 

| The Star blades division will con- 
ltinue advertising its “blackout”’ 
techniques in 78 of America’s lead- 
ing magazines. Federal Advertising 
| Agency handles the account. 


Exporters to Meet 

| The Export Managers Club of 
| New York will hold its annual “Get- 
| Together” March 30, at the Hotel 
Pennsylvania, New York. Postwar 
|planning will be the theme of the 
| meeting. 


Joins Houck & Co. 

Frank G. Christian has joined the 
staff of Houck & Co., Roanoke, Va., 
agency. Mr. Christian will head the 
copy department and will devote 
part of his time to the agency's 
branch office in Richmond. 


A 
MARIA KRAMER 
HOTEL 


, 


aaa 


HOME with every comfort 


| 
| 
and not a care... | 
| 


wore LINCOLN 


44th to 45th Street at 8th Ave. 


Spacious R 
1400 private bath & Redo ie 


John L. Horgan, Gen. Mgr. Cl 6-4500 


Special Rates fo Men in the Armed Forces. 
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| regarding its Nervine and anti-pain | denies Miles an injunction, of course, 


‘ Ld ’ . 
Examiner Boosts Price | pills, which FTC contends can have|it can still stipulate with FTC or 


Ballantine Series 


if) 


Set for March 8 
on CBS Network 


New York, Feb. 17.—Ogden Nash 
1] conduct the new Ballantine Ale 
<eries, highlighting Guy Lombardo 
and his orchestra, on 44 stations of 
the Columbia Broadcasting System, 
effective March 8. The show will 
be aired Mondays from 10:30 to 11 
p. m., EWT. 

Ballantine is the first ale account 
to break down the CBS restricting 
olicy. J. Walter Thompson Com- 
is the advertising agency. 


Launches New Program 


The Southern Cotton Oil Com- 
pany, New Orleans, will extend its 
radio campaign for Wesson oil and 
Snowdrift, with its new program, 
“Crumit and Sanderson, the Singing 
Sweethearts,” over 42 CBS stations 
beginning March 1. 

“Crumit and Sanderson” will be 
heard Mondays through Fridays 
from 3 to 3:15 p. m., EWT, featuring 
old and new songs. The campaign 


wl 


pany 


will advertise Wesson oil and 
Snowdrift shortening in the new 
wartime glass packages. Kenyon & 


Eckhardt, New York, handles the 
account. 
P & G Renews 


The “Pepper Young Family” has 
been renewed by Procter & Gamble 
Company, Cincinnati, effective Feb. 
22. with an additional 46 outlets 
of the National Broadcasting Com- 
pany, constituting use of the entire 
network. The program, in behalf 
of Chipso, Camay and Duz, will 
be aired Mondays through Fridays 
from 3:30 to 3:45 p.m., EWT. Ped- 


lar & Ryan, New York, is the 
agency. 

Sponsors “Mystery Chef” 
National Biscuit Company will 


become the first national advertiser 
to sign up for the locally sponsored 
“Mystery Chef” on three affiliates of 
the Blue Network, in behalf of NBC 
enriched bread. Beginning Feb. 22, 
National Biscuit will use Stations 
WEBR, Buffalo; KQV, Pittsburgh; 
and WSGN, Birmingham. 

The program, now sponsored on 
a total of 22 stations, is aired Mon- 


The Los Angeles Examiner, which 
raised its Sunday price to 12 cents 
several months ago, in common with 
other Los Angeles papers, will make 
another increase to 15 cents begin- 
ning Feb. 21. Circulation did not 
decline after the first raise, and the 
additional increase is expected to 
hold down or reduce sales outside 
of the Los Angeles metropolitan 
area. No other Los Angeles Sunday 
paper has announced a further in- 
crease in price as yet. 


Conroy Joins ‘Motor’ 


Hugh V. Conroy, formerly assist- 
ant sales manager of Johns-Man- 
ville Corporation, has joined the 
eastern advertising staff of Motor, 
with headquarters in New York. 


Miles in FTC 
Injunction Suit 


Washington, D. C., Feb. 18.—Fol- 
lowing the filing of a brief by the 
Federal Trade Commission in the 
suit by Miles Laboratories, which 
seeks an injunction against FTC’s 
issuing a complaint, the District of 
Columbia court awaited an answer 
this week from Miles. 

“An unusual case,” commented 
one FTC official, “because they’re 
saying we don’t have jurisdiction 
over them, and our answer said the 
court didn’t have jurisdiction over 
us.” 

The suit arose out of FTC’s efforts 
to get Miles to sign a stipulation 


|serious effects if not 
FTC has indicated | plaint 


administered 
with direction. 


almost inevitable com- 
subsequent cease-and- 


await the 
and 


in similar cases that it will settle| desist order. 


for the words “Caution: Use only as 
directed.” 
Denies FTC’s Power 

Miles has contended that jurisdic- 
tion over labeling is confined to the 
Food and Drug Administration, and 
that FTC’s policing of advertising 
does not include the right to make 
similar restrictions on labels. 

Miles has until March 3 to file 
its answer, and prospects for an- 
other long-drawn court case seem 
fairly good. Many actions involv- 
ing FTC cases have been carried to 
the Supreme Court, and the FTC’s 
batting average has remained high. 
In the event that the district court 


In recent testimony in the House, 
Commissioner Pgad Morehouse said 
that “in 98% of the cases, roughly, 
the commission accepts stipulations 
as a satisfactory disposition of the 
case,” to which Commissioner Davis 
tacked on the corollary that the 
commission will not accept a stipu- 
lation signed under protest. 


Acquires New Account 
The National Union Radio Cor- 
poration, electronic tube manufac- 
turer with plants in Newark, N. J., 
and Lansdale, Pa., has appointed 
Sayre M. Ramsdell Associates, Phi- 
ladelphia, to handle its advertising. 


days through Fridays from 2:15 to| 
2:30 p. m., EWT. McCann-Erickson, | 
New York, handles the National | 
Biscuit account. 


Burnham Steps Up 

Walter H. Burn- 
ham, who has| 
been associated 
with the agency 
for the past 23 
years, has been} 
elected executive 
vice-president of 
Doremus & Co.,! 
New York. 

Mr. Burnham 
has served as a| 
vice-president of 
Doremus & Co. 


for the past 10 
Walter H. Burnham years. | 


Taylor Leaves Long 
Howard E. Taylor, formerly art 
director with W. E. Long Company, | 
Chicago agency, has joined the Chi- 
cago Daily News as a caricaturist. 


- Beginning 
This Week 


A series of weekly educa- 
‘nal bulletins on Food Ra- 


oa 


ning, for consumer distri- 
ion through food stores. 
proved by OPA, Gives the 
‘sumer current, authentic 
ioning information. Low 
it, exclusive service. Na- 
nally printed in several dif- 
rent plants. 


mr ONO poe 


WIRE FOR SAMPLES, 
PRICES 


“Division CLEVELAND 


Tuomas S. Lee, President 


Lewis ALLEN Weiss, Vice-President, General Manager 


5515 Metrose Ave., HoLLywoon, Catir. 


REPRESENTED NATIONALLY BY JOHN BLAIR AND CO, 


THE 


RY 
ey, 
* 


NATION’S 


GREATEST 


See what we mean ? 


You can’t make a uniform fit by putting too much 


material in one place and not enough in another. It isn’t 


the amount of cloth that counts, it’s the way that it is tailored. 


You've heard a lot of jokes about the fit of G. I. uniforms, 


but it’s no joke when your radio coverage doesn’t fit. 


When you buy radio coverage on the Pacific Coast, be sure 


it’s tailored for the Pacific Coast, because the topography is 


different out here. Mountains rising 5,000 to 15,000 


feet surround most of the important markets. Long 


range broadcasting gives you a coverage picture like the 


lad in the sketch. Only one network completely covers 


the Pacific Coast. Only one network is tailored to fit 


Pacific Coast. With 33 stations, Don Lee gives local primary 


coverage from within. If your message is important enough 


for all the radio families to hear, remember . . . more 


than 9 out of every 10 radio families on the Pacific Coast 


live within 25 miles of a Don Lee station. 


job... DON LEE. 


REE ™ 


REGIONAL 


NETWOR 


... Use the 


only network with enough stations to do the 
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—_ —— — - ————— — = - — - ~ “ee 
pag a cine on . | 
. : |Brown, Claude Wickard and Mrs. | JANUARY SALES OF CHAIN STORES 
romotion | $ Henry A. Wallace engaged in point- —————_January————_, % Gain J anuary— 
rationed shopping will find its way 1943 1942 > ie 1943 1! 
| into the theaters. Food Chains Melville Shoe ...............++ 2,905,469 a 
: Croge roc ak ‘o ae 30,777 25,844,115 a. | ae 5,480,577 : ; 
. On OPA’s side of the fence, a i ly Tea pecan : : yttete —4.1 olan rere 2,080,202 : 1 
ine p or thorough job of digging down to} sateway 45,735,12 0| Newberry, J. J. 5,203,352 4,495, 
i 4 ; i - ——_—__-—_— ——|Penney, J. C. 29,729,00 0,596 
the retail lev el has been done = S Group Total .......... ...$8 80,597,568 $ 78,220,837 +3.0|] Western Auto ........ ‘ 4,957,0 4 . 
. > + retailers’ tabloid which shortly will Mail Order Woolworth, F. W. .......-: - 28,344,9 ¢y- 
be in circulation. tSears, Roebuck .............. $ 56,698,833 $ 69,626,863 —18.6| elnterstate Dept. Stores ....... 2,706,596 2,261, 16) ) 
Goiamal 0? 716 ® 169 ¢ ee ST Gs wasdedvdrersscvcoses evs 1,159,145 1,130,009 
EE EP erry ree ee 1,402,716 3,162,948 90.4 pr epee oe 2.6 
To Distributors, Dailies tMontgomery Ward ........... __ 39,983,461 CLOGEATS OB) oi, meted occcccsecsccaces 9153,066,807 9157,b83 0a; — 
(Continued from Page 1) The 16-page tabloid, titled “Infor- ane eee i oe a we Combined Total ..cccesceses $323,701,918 $331,100,550 
, : oy eo san Chafee es _ Combi 
will carry the story of point ration-| mation Tabloid for Food i. —ttitiétét.. $ 819,497 $ 752,178 +8.9| ppwelve months: 1943—904,944,043; 1942—975,712,422; 
ing; Standard Brands will explain) is 16 by 11 inches, and will be dis-| peoples (.....0..00.00 00000002. 2,695,702 2,458,264 +9.7 ae af 6s 
it over “Charley McCarthy,” “One|tributed to approximately 300,000) Walgreen .........ececeeeeeese 8,638,554 7,501,954 +15.2) tpwelve months: 1943—674,341,970; 1942—674,279,739; 
r j ills.” j i . ~ rig amg a iam increase of .01%. 
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rationing during the week of the 
freeze, Feb. 21-28. 
On other promotional fronts, the 


Hollywood local of a pollysyllabic | 


union composed of animated cartoon 
artists has prepared a short illus- 
trating point rationing, and this will 
be shown on the nation’s screens 
very shortly. In the same field, a 
newsreel has been prepared with 
the assistance of the Great Atlantic 
& Pacific Tea Company, which has 
arranged for a store to be operated, 
and a newsreel showing Prentiss 


very 
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Every copy reaches a 
chain store man who-re- 
_ceives the magazine be- 
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The tabloid gives a newspaper the 
opportunity to adapt a 13-week 
campaign to fit individual retail 
accounts. The tabloid contains some 
12 newspaper spots, a _ page’ of 
streamers, sample advertisements 
and illustrations, and 13 complete 
editorial features tying in with the 
promotion. 

It is felt that the tabloid and 
wrap-around, which should be in 
the hands of newspapers and retail- 
ers during the first week in March, 
offers something in the way of a 
specific tool which can be used to 
gain linage and to inform the sure- 
to - be - bewildered consumer. Car 
cards have also been prepared. 
Mats, incidentally, will be free— 
thanks to an agreement worked out 


between OPA and Meyer - Both 
Company. 


Advertisers Plan Follow-up 


The advertisers who are tying 
in with the effort on a national basis 
have exercised precautions to make 
sure their national promotion has 
adequate follow-up. General Mills 
has produced a handbook for house- 
wives, and its circulation is ex- 
pected to run into thousands. Heinz, 
working on still another tack, has 
made extensive efforts to acquaint 
its 1,500 salesmen with the facts of 
point rationing, so that the Heinz 
men may assist in explaining the 
system to retailers. 

The so-called Louisville plan, first 
initiated by the Louisville Courier- 
Journal and Times, has drawn much 
attention. Under this program, 
recognizing that war-informational 
advertising is a community neces- 
| sity, the newspapers have agreed to 
_ contribute 25% of the space used. 
| On the eve of the New York meet- 
|ing, OPA officials are crediting the 
| cooperation of the Grocery Manu- 
|facturers of America for much of 
the work which has been done in 
uniting the efforts of the govern- 
ment and those of private food 
processors. GMA has consistently 
kept its members informed, and a 
letter from Paul S. Willis, president, 
accompanied the first OPA informa- 
tion booklet to all GMA members. 

Incidentally, OPA has prepared a 
|copy guide for advertising men 
engaged in promoting foods. Assist- 
ing in its preparation were J. Wal- 
ter Thompson Company, the agency 
assigned by the Advertising Council 
'to the point rationing job, and 
|Charles Mortimer, vice-president of 
|General Foods. 


’ | OUTLINE CAMPAIGN PLANS 


New York, Feb. 19.— Approxi- 
mately 250 representatives of food 
advertisers and their agencies today 
heard a complete presentation of 
the five major government food 
campaigns of the Office of War In- 
formation, reported in ADVERTISING 
AGE Feb. 1. The meeting, arranged 
by the OWI, the Advertising Coun- 
cil, and the Grocery Manufacturers 
Association, was held at the New 
York Times Hall. 

Facts of the five drives, calling 
for integrated messages on nutri- 
tion, food production, Victory gar- 
dens, manpower and Victory foods, 
were presented by Gardner Cowles 
Jr., domestic chief of OWI, Dr. Her- 
man S. Hettinger, of the OWI Bur- 
eau of Campaigns, and the Council 
coordinators. 


GENERAL MILLS INFORMS 
ON POINT RATIONING 


New York, Feb. 17.—General 
Mills will support the government’s 
point rationing campaign with four 
special broadcasts by Betty Crocker, 
originating from Washington during 
the week of Feb. 22-25. 

Guests to be interviewed over 
NBC at 2:45 p. m., EWT, Monday 
through Thursday include Food Ad- 
ministrator Claude R. Wickard; 


| 
| 


Price Administrator Prentiss Brown; 
Maj. Gen. Edmund B. Gregory, 
Quartermaster General of the Army; 
and Milton S. Eisenhower, associate 
director of the Office of War Infor- 
mation, who recently visited North 
Africa on a special food mission for 
the White House. 

The four programs will discuss 
the broad problem of food supply, | 
the mdathinery of rationing, nutri- 
tion in the armed forces, and food 
as a weapon in neutral and occupied 
countries. 

More than 250 #£newspapers| 
throughout the country will carry 
a full-page Betty Crocker advertise- 
ment explaining “What you want 
to know about point rationing,’ on 
Sunday, Feb. 21. 


CONSUMER INFORMATION 
SPOTLIGHTS A & P SERIES 


New York, Feb. 17.—The Great 
Atlantic & Pacific Tea Company’s 


newest venture in network radio— 
sponsorship of Gunnar Back, Wash- 
ington news analyst, over CBS— 
will be devoted primarily to inform- 
ing consumers on nutrition, food 
supplies, and other problems of 
wartime purchasing, a company 
spokesman revealed here today. 
“Today there exists much confu- 
sion in the housewife’s mind about 
how she will feed her family in the 
future,” he said. “This series of 
broadcasts will endeavor to calm 
the fears and ease the consuming 
public into new marketing habits 
that have been brought about by 
food scarcities and shortages occa- 
sioned by the mounting demands of 
our armed forces and our allies.”’ 
The programs, prepared in coop- 


eration with the Department of | 


Agriculture and other government 
agencies in the various food drives, 
will feature guest appearances of 
various federal officials in addition 
to Mr. Back and Ruth Hadley, 
director of A & P’s food information 
service. 

The program will be broadcast 
over 32 CBS stations at 11 to 11:15 
a. m. Wednesdays and Fridays. 
Paris & Peart is the agency. 


Retailers Can 
End Panic Buying, 


Brown Tells Grou p 


New Orleans, Feb. 16.—Placing | 
responsibility for curbing the cur-| 
rent wave of panic buying directly 
on the shoulders of the nation’s 
retailers, Clyde E. Brown, Pacific 


| Coast director for Fairchild Publi-| 


cations, urged further use of infor-| 
mative advertising at a luncheon 
meeting of the Retail Merchants 
Association and the Advertising 
Club of New Orleans here yester-| 
day. 

“Stores should begin vigorous 
information advertising aimed at 
telling customers that the nation 
has large reserves of wool, cotton, 
and manufactured goods, and should 


avoid the ‘hard-to-get’ ‘last-lot’ 
type of promotion,” he declared. 
Mr. Brown complimented those 
New Orleans stores which have 


been using informative advertising, 
and emphasized that more of this 


type of advertising is an urgent} 
necessity to combat the wave of 
buying. 


Retail stores throughout the na-| 
tion exercise the greatest influences | 
im their communities through their | 
years of personal contact with the| 
public and the confidence placed in| 
them. These retail stores can pre- 
vent a completely regimented econ- 
omy, and useful, informative adver- 
tising can build up this dam, Mr. 


Brown said. | 


Regular ‘Time’ 
Edition Drops 
Canada, Schools 


New York, Feb. 16.—Time this 
week dropped both Canadian and 
school circulation from its regular 
edition to facilitate compliance with 
the War Production Board’s 10% 
paper cut. 

Shepard Spink, advertising man- 
ager, revealed in a letter to agencies 
that the weekly news magazine 
would have to cut paper consump- 
tion to approximately 70% of the 
rate reached in the last quarter of 
1942, to meet the WPB allotment. 
This sharp cut was necessitated by 
circulation and advertising growth | 
last year, which increased paper | 
consumption in the last quarter of 
1942 considerably over the first 
quarter. 

Earlier 


conservation 
cluded reduction of distribution 
through newsstands by 100,000 
copies; discontinuance of “a large 
number” of advertising campaigns; 
lighter weight paper; reduction in 
the vertical trim size; elimination of 
all bleed copy, and paring of the 
complimentary list. 

Canadian subscribers received the 
Time-Air Express Edition, normally 
shipped to Latin America and Brit- 
ain, beginning with the Feb. 15 
issue. This will be replaced within 
a few weeks with a “Canadian Ex- 
port Edition,” printed on _ light- 
weight paper, which will carry a 
limited ration of advertising at its 
own rates. 

“Thus Time will appear in Can- 
ada with a 75% reduction in paper,” 
Mr. Spink pointed out, “and still we 
shall not be compelled to issue Time 
to the Canadian public without any 
advertising, which we should be 
most reluctant to do.” 

Schools which use Time as a text- 
book in current affairs will receive 
a special light-weight wartime 
school edition, which will carry no 
advertising. 

United States circulation of the 
regular edition, carrying advertis- 
ing, will exceed 1,000,000, Mr. Spink 
said, 


steps in- 


Names Burton Browne 
Crystal Products Company, Kan- 
sas City, manufacturer of crystals, 
has appointed Burton Browne Ad- 
vertising, Chicago. Trade and na- 
tional publications will be used. 


Cox Committee Names 
Attorney for FCC Probe 


Eugene Garey, New York lawyer, 
was named special counsel last week 
for the House committee headed by 
Rep. Eugene Cox, which will in- 
vestigate the Federal Communica- 
tions Commission. 

The committee last week was 
granted $60,000 by the House to 
finance the investigation, and should 
be ready to proceed shortly, accord- 
ing to a previous schedule laid down 
by Rep. Cox. 


Grizzly Names Agency 

Grizzly Mfg. Company, Paulding, 
O., maker of moulded brake lining, 
has named Behel and Waldie and 
Briggs, Chicago, to handle its ac- 
count. 


SYNDICATE 
STORE ~° 
MERCHANDISER 
79 Madison Ave., New York, N. \. 
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industry He Hopes 
for About-Face in 
Anti-trust Tactics 


Believe Successor 
to Thurman Arnold 
May Change Methods 


Washington, D. C., Feb. 18.—The 
battle between Thurman Arnold 
and some of America’s biggest cor- 
porations reached an anti-climax 
this week as the trust-busting at- 
torney planned to move into a fed- 
eral judgeship and _ businessmen 
speculated on a change of tactics by 
the Department of Justice’s anti- 
trust division. 

Mr. Arnold, as head of the anti- 
trust division, has thrown every 
punch possible at “big business” 
during his tenure of office. His crit- 
ies, likewise, have spared no effort 
in their fight against what they re- 
gard as an unrelenting campaign to 
broaden the scope of the anti-trust 
laws and ruin some of the largest 
industrial giants merely because of 
their size. 

Arnold has been nominated by 
President Roosevelt to be an asso- 


ciate justice of the United States | 
court of appeals for the District of | 
Columbia. Business men have no as- | 
surance of such a development but | 
hope that his successor may adopt 
entirely different methods of apply- 
ing and administering the anti-trust 
laws. 


Denies He Is Foe 


Mr. Arnold has been a prominent 
figure in the advertising press, pri- 
marily because of such cases as the | 
automobile finance suit and the to- 
bacco case, in both of which adver- | 
tising was assertedly used in such 
fashion as.to aid in fostering mon- 
opoly. Accused by many as a die- 
hard foe of advertising, Mr. Arnold 
has frequently asserted before ad- 
vertising groups and in public state- 
ments, that this tag was unfair and 
untrue; in his justice post, he has 
maintained, he had no interest in 
advertising per se, but only in its) 
possible misuse as an instrument of 
monopoly. 

The assistant attorney general, 
only a few weeks after Pearl Har-| 
bor, tossed out a broad indictment | 
of almost all industry when he} 
charged in January, 1942, that every 
basic business in the country was 
restricting production to avoid what 
it considered “ruinous overproduc- 
tion” in the postwar years. 

He served notice that there 
would be no let-up in the division’s 
drive against monopolies, shortages, 
etc., claimed that the defense pro- 
gram had been severely hampered, 
and charged that price ceilings 
would be useless in_ industries 
where costs could be raised and | 
held by artificial restrictions. 


Maintains Its Stand 


The anti-trust division, Mr. Ar-| 
nold said then in his part of the 
Attorney General’s annual report to 
Congress, was determined to con-! 


| cians, 
|against the Great Atlantic & Pacific 
| Tea 
| missed 


tinue its attacks on: industry-wide 
attempts to limit expansion; at-| 
tempts to fix prices on government 
contracts; illegal use of patents; 
restraint of trade in the distribution 
of goods; trade barriers; the freezing 
out of independent business men by 
huge combines; and labor mon- 
opolies. 

Labor has felt little affection for 


the assistant attorney general and | 
his blast against unions before a} 


House committee last spring added 
to his growing list of enemies. There 
were reports then that Mr. Arnold 
might soon leave the Washington 
scene. 

Under a wartime policy approved 
soon afterward, anti-trust cases 
which would interfere with actual 
production of war goods could be 
postponed, upon War or Navy De- 
partment request, but even this pol- 
icy did not prevent the Justice De- 
partment from obtaining grand jury 
indictments. Congress came to the 
support of alarmed war contractors, 
however, with legislation adopted 
last June. WPB Chairman Donald 
M. Nelson was empowered to pro- 
tect contractors against prosecution 
when they were engaged in carrying 
out the bidding of war agencies. Mr. 
Arnold lost an important point 
when Congress refused to leave final 
responsibility in the Justice Depart- 
ment’s hands; the lawmakers gave 
Mr. Nelson authority to issue ex- 
emption certificates to contractors— 
after consultation with the attorney 
general. 


Starts New Cases 


Despite the country’s preoccupa- 
tion with the war effort, the anti- 
trust division has proceeded on 
numerous fronts to push its prosecu- 
tion of alleged offenders, including 
the celebrated Associated Press case, 
still in litigation, the case against 
the American Federation of Musi- 
and monopolistic charges 


which were dis- 
in federal court at Dallas 
last week. In the latter case, the 
presiding judge ruled, the indict- 
ment was “too inflammatory” to 
present to a trial jury. (Full details 
on Page 19). 

Mr. Arnold also was rebuffed in 
effect by another federal judge in 
the musicians’ case, when the gov- 
ernment’s first suit against the AFM 


Company, 


|was thrown out because a labor dis- 
|pute was involved and the anti-trust 


law did not apply. The United 
States Supreme Court last week up- 
held Judge John P. Barnes in this 
contention, but the government has 
filed an amended suit raising new 
factors in its demands for an in- 
junction against the AFM recording 
ban. Mr. Arnold personally pre- 
sented the government arguments 
in the first suit last October. 


KVOO Advances 
Gustav Brandborg 


Gustav Brandborg, sales execu- 
tive of KVOO, Tulsa, Okla., has 
been appointed commercial manager 
of the station, 
D. Egolf, who was recently named 
executive assistant to the president 
of the National 
Broadcasters. 
cial manager of KVSO, Ardmore, 
Okla., succeeds Mr. Brandborg on 
the KVOO sales staff. 


PONTIAC « 


ONTIAC 


Puts on its 
WAR Paint! 


Huge industrial plants producing nearly a 
billion dollars in war materials paid out 
over $50,000,000 in wages in Pontiac last 
year. January payrolls exceeded $4,740,000 
—over 22% greater than a year ago! 


PONTIAC Daily PRESS 


MICHIGAN 


succeeding Willard | 


Association of | 
Hillis Bell, commer- | 


| 


Explains Shortage 
of Life Savers 


in Special Series 


New York, Feb. 17.—A _ special 
four-color page dramatizing why 
many flavors of Life Savers are 
missing from the stands, will be 
released every three months by the 
Life Savers Corporation as a supple- 


ment to its regular advertising. The 
company will carry the page in its 
complete magazine list. 

The initial insertion, which is ap- 
pearing in current issues, pictures a 
squad of Life Savers shouldering 
rifles and wearing head-dress 
peculiar to each branch of the armed 
forces. Copy points out that “if you 
are having trouble getting some fa- 
vorite flavor, you will know that 
some soldier, sailor, or marine is en- 
joying it somewhere, someplace.” 

The second advertisement will 
run sometime in April and has been 
headlined “Gremlin Chasers.” Art- 
work is being done by Walt Disney. 
The troublemakers are shown being 


candy, built around the copy theme 
that pesky gremlins are easily 
routed by Life Savers. 

Young & Rubicam is the agency. | 


Trucking Industry 
Begins New Drive | 
in 38 Key Cities 


(Picture on Page 1) 


New York, Feb. 18.—The Ameri- 
can Trucking Associations, Wash- 
ington, D. C., has launched a vigor- 
ous campaign in newspapers in 38 
key cities, highlighting the impor- 
tance of trucking to the war effort. 

Full-page advertisements are in- 
troduced with the headline “Let’s 
Stop Fooling Ourselves—This Is a} 
Motorized War,” and copy points out | 
that highway transportation is the) 
|only way war plants get a lot of 
materials on time. 

Text also hits interstate barriers 
and demands “elimination of con- 


and weights, complete revision of 
the thousands of complicated state, 
county and city taxes that raise 
| little money but much confusion.” 

| The drive is expected to gain 
momentum later in the year, when 
it will use papers in about 250 cities 
| from coast to coast. 

| The Biow Company is the agency. 


| 


Break Negotiations on 
Recording ‘Tax’ 


| New York, Feb. 19.— The battle 


|of James C. Petrillo versus the re- 
|'cording companies once again en- 


| tered a deadlock this week after the 
AFM president presented demands 
pressing of 
Negotiations were 
| broken off after one formal meeting 
officials and a 


|for a “tax” on every 
musical records. 


between the union 
| group of record manufacturers. 


It is expected that the Clark Sen- 
ate subcommittee will resume hear-| 


ings on the union controversy 
within 10 days. 


| Aveyard Occupies 
\Kennedy’s Suite 


woop ean emte 


e success story... 


‘agitiiad's 


WCOP - REPRESENTED by 
— “REED CO. 


your story ‘another Boston 
just ask us for the plot! 


| A. E. Aveyard, 
MacFarland, Aveyard & Co., 


leased the offices and furniture of the 
ambassa- 
Room 4627 of 
Rockefeller 
The phone is ClIrcle 6-2890. 
has opened | has 

serve the 


| Joseph Kennedy, former 
|dor to Great Britain, 
|the RCA building, 30 
| Plaza. 
The Chicago agency 
its New York office to 
| Saturday Evening Post account. 


bowled over by colorful circles of | 


flicting state laws on sizes, lengths | 


vice-president of ; 
has| Donald McGuiness, 


‘Four Freedoms’ to 
Flare as Result of 
‘Post’ Promotion 


(Picture on Page 35) 


Philadelphia, Feb. 17.—A compre- 
hensive program to spread the spirit 
of the “Four Freedoms” outlined by 
President Roosevelt in a message to 
Congress more than a year ago, was 
launched by The Saturday Evening 
Post this week, featuring four Nor- 
man Rockwell paintings. 

The first, depicting “Freedom of 
Speech,” appears as a spread in the 
Feb. 20 Post, out today. The paint- 
ing is accompanied by an interpre- 
tation written by the novelist, Booth 
Tarkington, and other well-known 
writers have supplied texts which 
will accompany the remaining three 
paintings in successive issues. 

The Post will back the “Four 
Freedoms” promotion with exten- 
sive newspaper and radio advertis- 
ing during the next month, as well 
as with reprint mailings to more 
than 40,000 key figures in the coun- 
try. The Office of War Informa- 
tion will make use of the Rockwell 
paintings on posters for widespread 
distribution, and the Treasury De- 
partment plans intensive use of the 
same series in a nationwide war 
bond campaign. 


Multi-Sided Drive 


The Post activities will spearhead 
a drive of major proportions to 
bring the meaning of the four free- 
doms home not only to all Ameri- 
cans, but to the leaders and peoples 
of countries all over the world. 
Special copies of the paintings and 
text will be presented to all United 
Nations leaders; the OWI is plan- 
ning to distribute millions of posters 
throughout the country; and the 
Treasury is developing a bond plan 
| built around the paintings and their 
|accompanying text, in conjunction 
| with special exhibits in department 
he “x throughout the country. 

In addition, National Broadcast- 
‘ing Company this week announced 
'a “Four Freedoms” series on its 
“Land of the Free” programs, be- 
|ginning Sunday, Feb. 21. In con- 
| Junction with publication of the 
| series in the Post, each “freedom” 
will be discussed individually, with 
Mrs. Roosevelt, Norman Rockwell, 
Stephen Vincent Benet and Archi- 
bald MacLeish appearing in turn. 

The movie colony is expected to 
|join the “freedoms” bandwagon 
also, and it is anticipated that ad- 
vertisers will also take advantage 
of the opportunity to aid in popu- 
larizing the meaning of the Four 
Freedoms. 

Roosevelt Offers Praise 

| All of the paintings are by Nor- 
man Rockwell. The accompanying 
text, in addition to the first, writ- 
ten by Booth Tarkington, has been 
written by Will Durant, Freedom 
of Worship; Carlos Bulosan, Filipino 
|poet, Freedom from Want; and 
Stephen Vincent Benet, Freedom 
from Fear. 

| Following a White House meeting 
last week, President Roosevelt wrote 
Forrest Davis, associate editor of the 
Post, that Mr. Rockwell “has done a 
superb job in bringing home the 
plain every day truth behind them. 


This is the first pictorial represen- | 
tation I have seen of the staunchly | 


|American values contained in the 
|rights of free speech and free wor- 
ship and our goals of freedom from 
fear and want. 


“Not less vivid than the Rockwell | 


paintings are the textual interpre- 
tations of the Four Freedoms by 
Messrs. Booth Tarkington, Will 
Durant, Carlos Bulosan and Stephen 
Vincent Benet. Their words should 
inspire all who read them with a 
deeper appreciation of the way of 
life we are striving to preserve.” 


Campbell-Sanford 
Adds Three to Staff 


Conklin Mann, formerly general 
|manager of Prairie Farmer, has 
| joined Campbell-Sanford Advertis- 
ling Company, Cleveland, 
lager of the agency’s 
office. 


New York 


advertising department of Allis- 
Chalmers Mfg. Co., 
manager of the 
office. 


agency's 


joined 
copy chief and production manager 
in the Cleveland office. 


as man-| 


formerly with 


has been named 
Chicago 
Lloyd Young, formerly pub- 
lisher of Advertising Buyers Guide, 
Campbell - Sanford as 


Need Relaxation? 
Southern Pacific 
Has Some for You 


Tucson, Ariz., Feb. 17.—Shortage 
of section hands is responsible for 
a newspaper campaign which the 
Southern Pacific Railroad is running 
in newspapers from Portland to El 
Paso inviting students, farmers, 
business and professional men to 
work weekends on track mainten- 
ance. The response is reported to 
have been excellent. 

“Here’s weekend work that will 
help win the war,” the copy says. 
“You are urgently needed to work 
on SP tracks on weekends in this 
city. There is a serious shortage of 
track workers. We must keep our 
track in first class shape to move 
vital war traffic.” 

Regular union wage rates are 
paid. The unions have been coop- 
erative in accepting weekend work- 
ers in view of their inability to 
supply sufficient help. 


Weir Elected V. P. of 
Kenyon & Eckhardt 


Walter Weir has been elected 
vice-president in charge of the 
creative department of Kenyon & 
Eckhardt, New York. Before join- 
ing Kenyon & Eckhardt last Sep- 
tember, Mr. Weir was copy chief of 
Lord & Thomas, New York. 


“Steady gains 
due to Irene Rich 
and KSO” 


—Ralph Deuben 


As broker for Welch's Grape 
Juice and other Welch products 
in 76 Iowa counties, Ralph 
Deuben knows at first-hand the 
selling pull of broadcast advertis- 
ing. Reports Mr. Deuben: 


“During all the years of my 
contact with Welch, which began 
in 1933, the foundation of Welch 
advertising has been a dramatic 
radio program featuring Irene 
Rich. In Des Moines, the pro- 
gram has been carried over Sta- 
tion KSO.* 


“Once we had established ade- 
quate Welch distribution with our 
trade, responsibility for further 
progress rested squarely on the 
advertising. 

“The steady gains in Welch 
sales for our territory, year after 
year up until wartime, prove what 
a splendid job Irene Rich and 
KSO have done in moving Welch 
products off grocers’ shelves.” 


to KRNT in 1942. 


KSO 


*Program changed 


BASIC BLUE . 


5000 WATT! 
BASIC 
COLUMBIA — 

5000 WA 


KRN 


The Cowles Stations in 
DES MOINES 


Affiliated with Des Moines Register & Tribune 


Represented by The Katz Agency 
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ADVERTISING AGE 


Hope 10% Cut on 
Print Papers Will 
Balance Supplies 


(Continued from Page 1) 


waste fibers “up to the limit,” in 
addition to further “down grading.” 

“This is emphasized by the rela- 
tive fact that last year we used 10,- 
500,000 tons of wood pulp to make 
16,584,520 tons of paper and board,” 
said Mr. Wakeman. “This year we 
will have to get along on about 
8,500,000 tons of pulp, with the rest 
coming from waste paper and other 
waste fiber.” 

Balancing of grades in the future 
will have to be done by types of 
paper, he said, with some grades 
fastened at present production and 
others moved down, depending on 
relative essentiality. The over-all 
result, it was intimated, will be a 


500,000 


STOCK PHOTOS 


_ WRITE FOR INFORMATION ~ 
ABOUT OUR CATALOGUE 


KAUFMANN & FABRY CO. 


425 S. WABASH AVENUE 
CHICAGO 


cut of about another 10% at the end 
of the first quarter of this year. 


Various Types Analyzed 


Wrapping and specialty papers, 
representing about a sixth of the in- 
dustry’s production, are now operat- 
ing at 15% below the peak and the 
essential requirements as presently 
estimated are just around this over- 
all level, Mr. Wakeman reported. 

Through the dictates of the Sur- 
geon General’s department in be- 
half of its medical requirements, 
and the public health of the nation, 
sanitary papers and other tissue 
will be left just about where they 
are at present, with the possibility 
of “down grading” as the pulp sup- 
ply ebbs. 

Demands on certain types of 
board for ammunition containers, 


overseas shipping boxes, substitutes, | 


and “a host of special and war prod- 
ucts are increasing daily,” said Mr. 
Wakeman, and the problem of sup- 
plying this container board, which 
claims about a quarter of the aggre- 
gate tonnage in the paper and pa- 
perboard ffield, without cutting 
deeply into civilian uses, “is no 
more and no less important than 
supplying the essential quantities 
of other types of paper and board.” 

For military reasons building pa- 
pers and building boards will be 
left on the unrestricted list at the 
present time, with first call on this 
industry’s product falling to the 
armed forces. 


Industry’s Problem 


Mr. Wakeman assured industry 
members that “No one realizes bet- 
ter than we that the primary job of 
gearing production to essential uses 
and of cutting out the non-essen- 
tials must lie with you, the indus- 
try. No sane person wants to direct 


}all sales or uses from Washington. | 
| Moreover, we know that consump- 


tion and production must be kept 
in balance if you are going to do 
your job and if we are to escape 


the impossible job of allocating ac- | 


cording to use.” 

Elimination of non-essential uses 
and issuing of essential classifica- 
tions does not completely lie within 
the realm of the pulp and paper di- 
vision, Mr. Wakeman pointed out. 
With respect to end-use control, the 
printing and publishing and con- 
tainers division have large respon- 
sibilities, controlling in all about 
75% of the industry’s total produc- 
tion. 

Also based on results of studies 


made by the pulp and paper divi- 
sion, Mr. Wakeman predicted that 
in the second quarter newsprint 
consumption would probably be 
sliced another 10%. 


Newsprint Balance Set at 80% 


He trained attention on the fact 
‘that this industry, which receives 
its major supply from Canada, is 
currently operating at 10% below 
|the peak base period selected for 
|all these calculations. 

| “Careful checks on this side of 
|the border, as well as in Canada, 
‘of the figures on wood supply, in- 
‘cluding wood on hand and the 
|quantity now being produced, show 
|that the amount available for pro- 
| duction will just about balance with 
| the consumption if the industry op- 
erates at 80% of its peak,” asserted 
Mr. Wakeman. 


Waste Problem Discussed 


Scarcity of waste paper due to its 
increased use as a woodpulp substi- 
tute by paper mills, appears highly 
possible within ninety days, it was 
intimated, but paper mill execu- 
tives were not anxious to renew the 
highly successful waste paper 
drive of last year, which flooded 
both mills and dealers with a super- 
abundance of waste paper. More 
extensive use of groundwood in 
place of virgin chemical pulp in 
some grades was suggested. 

The idea that some mills might 
find it necessary to reduce quality 
of their product through larger use 
of waste paper, was coolly received 
by some executives who pointed out 
they could not be positive their 
competitors would follow suit. 

No formal action was taken by 
the association on the suggestions 
advanced, however, proposal of any 
necessary steps to counteract the 
situation being expected officially 
from the War Production Board. 

Proposed concentration of the pa- 
per and pulp industry, besides ap- 
|pearing highly impractical, would 
make an extremely modest contri- 
bution towards winning the war, E. 
W. Tinker, executive secretary of 
the American Paper and Pulp As- 
sociation, told one of the industry 
meetings here. 


“Misconceptions” Cause Trouble 


A major part of the industry’s 
difficulties during the last two years 
he ascribed to misconceptions and 
“on occasion to almost fanatical 
zeal on the part of unqualified ad- 
ministrative officials in war emer- 


How TO REACH PRESIDENTS 
OF TOP WAR CONTRACTORS 


-<# LIST* of War Department contractors shows 554 
companies with orders for one million dollars or more. Dun’s Review 


reaches 596 executives in 402 (70.7°%,) of these companies, as follows: 


Presidents 


297 
Chairmen 12 
Vice-Presidents 49 
Treasurers 33 


be found in this group. 


sample copies of the magazine. 


°$ le 


Published by DUN & 


NEW YORK 
290 Broadwa W 


SAN FRANCISCO 
Montgomery St 


newspaper headlines as “350 companies get 85° 


This sample is typical of Dun’s Review coverage. 
50,000 circulation, 26,210 are manufacturers. 


over $125,000. This represents more than 85 


Advertisers in Dun’s Review enjoy unusual results. 


CHICAGO 


Adams St S 


Secretaries 26 
General Managers 15 
Others 164 

Tora. 596 


The war and post-war significance of coverage is revealed by such 


5 of war work.” 


Out of more than 
14,032 of these are rated 


6 of the top rated manu- 


tacturers of the country. Most war contractors and subcontractors will 


Evidence on 


request. Also available: “Industrial Markets—and Executive Buying 
Influence”; “The Care and Feeding of Presidents”; detailed circulation 


break-down showing type and size of business, and executives reached: 


ludes ract awards for sixteen 


DUNS REVIEW 


BRADSTREET, Inc. 
BOSTON 


Boylston St. 
LOS ANGELES 
6o7 South Hill St 


gency agencies.” 
| The situation, however, has been 
'greatly improved, Mr. Tinker said, 
|and “we can view with admiration 
| the common sense and ability that 
|is generally being displayed in han- 
dling the industry’s problems.” 

Industry representatives called 
attention to a plan currently under 
consideration by WPB to utilize at 
| capacity the de-inking facilities of 
|paper mills equipped to clean 
printed paper and re-use the pulp 
remainder. 
| The WPB plan asked for full use 
of de-inking facilities, chiefly con- 
centrated in writing and book paper 
mills, and appropriation to those 
| plants of sufficient pulp to make up 
the balance of scheduled output. 

At an open meeting of the asso- 
ciation’s traffic committee, F. E. 
Hufford, special assistant to the 
WPB director of the pulp and paper 
division, declared that the industry 
|is conserving transportation, rubber, 
| trucks and gasoline. 

Loading Space Conserved 

Average loading per freight car 
|increased substantially in 1942 
| over 1941, and in some instances as 
much as 63.5%, said Mr. Hufford. 
Last year 2,700,000 cars were re- 
quired by the paper and pulp in- 
dustry to handle its finished prod- 


j}and institutional. 


ucts and raw materials, while this | 
year approximately 513,000 cars will | 
be saved through production limita- | 
tion and increased loadings per car. | 


George H. Mead, Mead Corpora- 
tion, was reelected president of the 
association, as were all other of- 
ficers. Harold S. Smith, of Maine 
Seaboard Paper Company, was 


elected president at a meeting of the | 


Newsprint Manufacturers Associa- 
tion, and the Writing Paper Manu- 
facturers Association reelected J. D. 
Zink, chairman of the Strathmore 


Paper Company, West Springfield, | 


Mass., as president. 
of Wheelwright Papers, Inc., was 
elected chairman of the bristol 
board group, Writing Paper Manu- 
facturers Association. 

The Kraft Paper Manufacturers 
Association elected Willard J. Dixon, 


H. W. Tunstall | 


St. Regis Paper Company, its presi- | 


dent. Eustis Paine, New York and 
Pennsylvania Corporation, was 
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The rates for this department 
“Positions Wanted,” ‘‘Representa 
tives Available,” 30 cents a line, 
with order. All other classificatio 
$2.75; 1 to 3 in., $4.75 per inch. 


The Advertising Market Place 


are as follows: “Help Wanted,” 
tives Wanted,” and ‘“Representa- 
minimum charge $1. Terms cash 
ns (single insertion rates): % in., 


HELP WANTED 
Advertising Salesman, retail staff. The 
Beloit Daily News, Beloit, Wis., A. C. 
Nequette, Adv. Mer. ~~ 
Detroit newspaper representative de- 
sires an assistant with some experi- 
ence in handling national advertising. 
Preferably from 100,000 population 
and familiar with the various methods 
of space selling to advertisers and 
advertising agents. Not absolutely 
necessary to reside in Detroit and 


some traveling might be _ required 
later. A man around 40 to 50 years of 
age would be preferred. Preference 


man who 
a small 


would be for a 
some success in 
competitive field. 

Box 3969, ADVERTISING AGE, Chgo. 


District Advertising Sales Manager 
for Leading Business Paper. This man 
is probably employed in a good posi- 
tion, selling advertising or managing 
an advertising or promotional depart- 
ment for an equipment manufacturer. 
Earnings above $5,000 first year. Ex- 
cellent future. Write completely, in- 
cluding draft status. 

Box 3967, ADVERTISING AGE, Chgo. 
SALESMEN WANTED 
Advertising salesmen now selling space 
in Magazines, ete., to solicit space- 
distribution contracts on advertising 
book matches for nationally known 
book match mfr., in spare. time. 
Unusually fine sideline opportunity for 
men contacting national accounts or 
local accounts advertising on a large 
scale, 15% commission. Write for de- 
tails today, and tell us about yourself. 
tox 3971, ADVERTISING AGE, Chgo. 


can show 
newspaper 


POSITION WANTED 
Artist-Lady good at lettering, mer- 
chandise drawings, fashion and illus- 
trations. Miss G. Howard, 6078 New- 
bure Ave., Chgo., NEW. 1287. 

COPY CHIEF—Now with Eastern 
Agency handling small package goods 
Copy—Contact. Can 
help sell agency service if desired. 
Healthy—but draft exempt. 

Box 3968, ADVERTISING AGE, Chgo. 


ADVERTISING EXECUTIVE 
Sound thinker. 20 years experience, 
plan, copy, layout, presentation, Thor- 
oughly familiar with production, 
Desire connection with good possibili- 
ties. Age 44. 

Box 3962, ADVERTISING AGE, Chgo. 

FOOD MFGRS.—ADV, AGENCIES | 
Young man, IV-F, 9 yrs. experience in 
advertising, sales promotion, and mer- 


chandising of food products seeks 
opportunity in sales promotion or 
advertising work in the food field. 


Successful experience in introduction | 
of new food products. Wide experience | 


in the field has made me thoroughly 
familiar with important dealer prob- | 
lems. 


| for 


POSITIONS WANTED 
EDITORIAL RELIEF 
Would one, two or three in 
clear-cut editorials for each iss 
lieve some over-burdened editor 
Veteran editor-author, keen sg; 
of national affairs offers edit ‘ 
readers will talk about. Yours ¢ x 
clusively; not syndicated; confide); ; 
Box 3970, ADVERTISING AGE, y 
COPY MAN-P OW E R—Adver: 
copy-writer beyond draft age. 
employed full time, desires positi, 
with more scope for his experic; 
Successful record with large and 
dium agencies in magazine, ne 
per, radio and mail-order campa 
catalogs, booklets and 
licity, industrial copy 
Full-time preferred, 
would be considered. 
Box 3966, ADVERTISING AGE, Cheo. 
Able executive experienced in adver. 
tising, direct-mail and sales promo. 
tion. Man of sound ideas and keen 
imagination. Convincing talker anq 
writer. Pleasing personality § and 
good appearance. Successful record 
publishing-service field. Displaced by 
war seeks opportunity for real prog- 
ress. 
Box 3965, ADVERTISING AGE, Cheo. 
AVAILABLE—PEighteen years’ agency, 
trade journal, newspaper experience. 
Plans, creates, edits, writes, promotes, 
directs and SELLS. Gets things done 
—quietly, quickly and WELL. Fifth 
year present job. 
Box 3975, ADVERTISING AGE, Cheo. 
ADVERTISING ASSISTANT—Develop 
ideas, write copy, visualize and finish 
layouts. Handle correspondence, con- 
tact clients. 12 years advertising 
background, 38, married, family. 
Box 3974, ADVERTISING AGE, Chego 
REPRESENTATIVE AVAILABLE 
PUBLISHERS REPRESENTATIVE 
Established N. Y. office desires meri- 
torious business or class publication. 
Excellent contacts—wide experienc: 
Box 3942, ADVERTISING AGE, N. Y 
PHOTOGRAPHY 
PHOTOGRAPHIC ASSIGNMENTS 
brilliantly executed anywhere in the 
uU. Ss. Our net-work of 2,000 photog- 
raphers is tops. Also stock pictures, 
kodachromes all subjects. Free-Lance 
Photographers Guild, Inc., 219 E. 44th 
St.. New York City. 
BUSINESS OPPORTUNITY 
I have a client who wants to buy an 
established business paper in a field 
that will respond to enterprise. Hi: 
has ample capital and plenty of know 
how. Fred A. Dibble, 14 East 47th 
Street, New York 
PU BLISHERS—PRINTERS 


folders, ; h. 
and materia} 
but part 


time 


An opportunity for you to acquir¢ a 
monthly publication of merit. Field 
offers unusual opportunities. Not 


affected by present conditions. 
negotiations. 


Open 


Box 3973, ADVERTISING AGE, Chgo. | Box 3976, ADVERTISING AGE, Chgo 


named president of the Soda Pulp | ciated with the General Outdoor 


Manufacturers Association, 
the Cardboard Manufacturers As- 
sociation elected Malcolm Lowe, 


and) Advertising Company. 


His father, 
‘the late George L. Johnson, was at 
‘one time chairman of the outdoor 


Lowe Paper Company, Ridgefield, | advertising firm. 


N. J., as president. 


RAYMOND G. ELLIS 


Philadelphia, Feb. 16.—Raymond 
G. Ellis, with the advertising de- 
partment of Electric Storage Battery 
Company for the past 24 years, died 
Feb. 14. Mr. Ellis, who was _ 57, 
served with Philadelphia newspa- 
pers before joining the company in 
1919. 


CHARLES E. JOHNSON 


Chicago, Feb. 16.—Charles E. 
Johnson, representative of Brown & 
Bigelow, St. Paul, advertising spe- 
cialties company, died at his home 
here Feb. 14. He was 44 years old. 
Mr. Johnson was formerly asso- 


‘Roosevelt Tops 67°/, 


| President Roosevelt’s Feb. 12 
| broadcast over all networks before 
'the White House Correspondents’ 
| Association was heard by 67% of all 
|radio set owners, according to the 
| Cooperative Analysis of Broadcast- 
‘ing. An address before the same 
| group March 15, 1941, had a rating 
of 47%, compared with an all-time 
high Dec. 9, 1941, of 83%. 


Appoints Tom Fizdale 

Sherman & Marquette, Inc., 
named Tom Fizdale, Inc., New Y: 
to handle all publicity for t 
agency. 


MONTREAL 


TORONTO 


WINNIPEG 


J. J. GIBBONS LIMITED 


GIBBONS KNOWS CANADA 


* ADVERTISING AGENTS 4 


chemical engineering 
as regional advertisi 
west. 


trade publications. 


Box 3964, Advertising 


TECHNICAL ADVERTISING ASSISTANT 


Nationally known manufacturer has open- 
ing for advertising man with chemical or 


Must be capable of supervising 
technical advertising and able to write 
crisp, clear stories for newspapers and 
Salary commensurate 
with experience and ability. Write fully to 


background to serve 
ng assistant in Mid- 


— 


Age, Chicago, Ill. 
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Private Lines 


The departure of Robert W. Hor- 
ton from the scene at OPA puts a 
more favorable light on advertising. 
Horton, sincere, rugged and honest, 
was well-liked by Washingt on 
newsmen; he had a newsman’s faith 
in news, and much of the reliance 
of OPA upon press releases could be 
traced to Horton’s predisposition 
toward that medium of communica- 
tion. Justly or unjustly, Horton has 
often been referred to as the chief 
stumbling-block of any government 
paid advertising program. 


Price ceilings are a taut subject 
for discussion in business circles. 
Defending its procedure, OPA is 
now releasing statistics showing how 
price ceilings affected what ap- 
peared to be an inflationary spiral. 
In the first 33 months of the present 
war, prices of home furnishings rose 
an average of 21.5%. In the first 
seven months of direct price con- 
trol, the rise was 1.2%. Says OPA: 
“Direct price control braked the 
Says many a businessman: 


Although FCC Chairman James 
L. Fly’s solicitude for the small 
radio stations is probably sincere, 
informed sources are willing to bet 
that the financial plight of the little 
outlets is not a wartime problem. 
Could the records be opened, they 
say, the data would show that the 
stations have lost money for a long, 
long time. Under those circum- 
stances, the chances that advertisers 
will dash to the rescue seem fairly 
slight. 


rise.” 
“It's braking me.’ 
* 


co ok oo 

Warnings of railroads, expressed 
in advertising, against traveling not 
of an urgent character have not 
resulted in any decline in passenger 
traffic, but the justification for the 
warnings is evidenced by the con- 
gested character of passenger traffic. 
Transcontinental trains especially 
are heavily overloaded. 

For instance, trains between Chi- 
cago and the West Coast are carry- 
ing an average of 25% more cars 
than ever before, even with club 
and lounge cars eliminated. Only 
one diner is attached to most trains, 
and the result is that passengers 
have difficulty in getting even two 
meals a day. Many troops are car- 
ried on these trains, and they have 
first call on the services of the 
diners. 

Because of extra loads and the| 
fact that troop trains and important 
freight movements have the right | 
of way, most transcontinental trains, | 
even the crack ones, are running 
many hours late. Arrival four to} 
eight hours late is not uncommon. 

ae ok * 


Note on the provincialism of New 
York admen. . . Mayor LaGuardia 
has insisted on maintaining “meat- | 
less Tuesdays,” despite the conten- 
tion of the U. S. Department of 
Agriculture, the Office of Price Ad- 
ministration, and the meat packers | 
that similar fast days in the last 


PRINTING 


AITHORN service is 
Chrromplece — Ad- Setting, 
Engraving and Printing. You 
can use One or all as required, 
but all are here ready to serve 
you. Experience proves that 
there is often a distinct advan- 
tage in having your typography 
done where you can get engrav- 
ings and press proofs in any 
quantity. Phone Wabash 7820. 


— 


Faithorn Corporation 
504 Sherman Street, Chicago, Illinois 


A Complete Day and Night Service for 
Advertisers and Advertising Agencies 


world war increased, rather than 
reduced consumption. So many 
New York agencymen have written 
copy assuming that the “Little 
Flower’s” meatless days are com- 
mon throughout the country that 
the American Meat Institute has ad- 
dressed a special bulletin to agency- 
men, asking them to remember that 
meatless days are not general. 
cd * * 


Advertising billing devoted to the 
five basic government food cam- 
paigns during the remainder of 1943 
will surpass any campaign in his- 
tory, excepting the Treasury war 
bond drives. 

ok % ae 


WPB may lower its 25 tons per 
quarter exemption from the maga- 
zine and newspaper paper curtail- 
ment orders when the next allot- 
ment cut is made on April 1. Only 
a third of all publications (includ- 
ing smaller newspapers, business 
papers, and house organs) were 
covered by the original limitation 


orders. 
ae oo * 


The American Newspaper Guild 
will shortly launch a membership 
drive among business papers, con- 
centrating first on larger group pub- 
lishers in New York City. 


‘Come Sell fo Us’ 
ls Broadcast Cry 
of Western Chain 


(Continued from Page 1) 


of Bert Gamble and Phil Skogmo, 
who started their chain in St. Cloud, 
Minn., in 1925, to tell “our size, our 
methods of doing business, our his- 
tory and our plans for the future.” 


Plans Department Stores 


“We are adding new lines of mer- 
chandise now,” the booklet con- 
tinues, “and establishing contacts 
with good sources of supply so that 
we will be ready when times are 
again normal to set up our stores 
and dealer stores as full-fledged 
department stores.” 

Pointing out that the expansion 
program is not new, but a planned 
policy, to meet the needs of stores 
and consumers, the message con- 
tinues, ‘We would like to do busi- 
ness with you. Our orders at first 
will not be large. But they will be 
steady and dependable, and when 
the war ends, we feel certain the 
sound business relationship we will 
have established will lead to steadily 
increasing profits for both your firm 
and ours.” 


they use a wide range of local ad- 
vertising, including radio announce- 
ments, newspaper and farm paper 
advertisements and up to 2,300,000 
circulars from five to eight times a 
year. Home offices are located in 
Minneapolis and Los Angeles. 

Advantages offered to suppliers 
are: 

1. Credit rating. 


The chain’s chiefs emphasize that | must be figured into the cost. This 


|is a tremendous saving to the con- 
| sumer.” 

| 2. Low selling expense. (Elimi- 
| nation of jobbers’ and factory sales- 
| men.) 

| 3. No credit losses. 

| policies. 

| 4. Low handling cost. Stores re- 
| ceive large shipments once weekly 
|in Gamble-owned trucks, simplify- 


Cash sales 


2. A medium-size account that|ing packaging, billing, invoicing. 


will not throw production out of 
gear, but will offer expanding post- 
war markets. 

3. No involved sampling of chain 
outlets, buying through one office. 

4. Shipping to 16 wholesale 
warehouses only, no drop shipments 
to retailers. 

5. Maintenance of distribution 
and brand consciousness in rural 
areas which salesmen might not 
otherwise reach. 


6. Steady sales, “anti-chiseling”’ | 


policies. 

7. Assurance that soft lines now 
added will be continued in a post- 
war diversification policy. 

A concluding explanatory note 
asking “Why Gamble Stores?” out- 
lines what the owners term “funda- 
mental short cuts in merchandising” 
designed to pass savings along to 
consumers: 

1. Low advertising cost. “This 
enables us to sell this merchandise 
through our stores without the 
necessity of developing these lines 
with national advertising, which 


| 5. Low transportation costs. 
Goods sold from 16 warehouses on 
a “delivered to dealer’ basis. 


Albert Frank Appointed 


Foote Pierson & Co., Newark, 
J., manufacturer of electrical in- 
| struments, has appointed Albert 
|Frank-Guenther Law, New York, 
| to handle its advertising. 


To ‘U. S. News’ Staff 

Bert Brumm, for the past 12 years 
with Gillette Publishing Company, 
has joined the staff of United States 
News, in the Cleveland office. 


EMPLOYEE 
IDENTIFICATION BADGES 
TRANSPARENT IDENTIFICATION 
CARD CASES 
Write for Catalog 
ST. LOUIS BUTTON COMPANY 


Manufacturers 
415 LUCAS AVE. ST. LOUIS, MO. 


What did you do today 
... for Freedom? 


Today, at the front, he died... Today, what did you do? 
Next time you see a list of dead and wounded, ask yourself: 
“What have J done today for freedom? 


What can I do tomorrow that will save the lives of 


men like this and help them win the war?” 


To help you to do your share, the Government has organized the Citizens Service Corps 
as a part of local Defense Councils, with some war task or responsibility for every man, 
woman and child. Probably such a Corps is already at work in your community. If not, 
help to start one. A free booklet available through this magazine will tell you what to do 
and how to do it. Go into action today, and get the satisfaction of doing a needed war job well! 


EVERY CIVILIAN A FIGHTER 


CONTRIBUTED BY THE MAGAZINE PUBLISHERS OF AMERICA 
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OF HENRY 


‘og f To The American Magazine for 
March, Henry A, Wallace, Vice President 
of the United States, contributed a notable 
article entitled “‘What we will get out of 
this war.’ In this article, Mr. Wallace 
gives his prescription for the postwar world. 

His program calls for vast United 
Nations subsidies, with which to found 
and maintain international airways, new 
airports, new domestic feeder lines... 
highways through the southern Americas 
and up to Alaska, and super-highways at 
home... TVA projects here and abroad, 
new industries, new resources, new settle- 
ments—with the simultaneous employment 
of private capital and free enterprise to the 
fullest extent. 


Tu vice presidential prescription 
has drawn fire—and flowers. The 
literate Clare Luce (R., Conn.) calls 
it “‘globaloney”’, but Mrs. Roosevelt 
approves it. The article has its warm 
adherents and ardent antagonists. 

There may be other and better 


The Crowell-Collier Publishing Company 
250 Park Avenue, New York City 
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programs; The American Magazine 
may present more of them in the near 
future. It sponsors no program in 
particular... but isin full accord with 
Mr. Wallace’s principle that a plan is 
requisite “‘to avoid the disaster of an 
unplanned peace”. . . And in pursuit 
of its own program “‘in the service of 
the nation’? The American Magazine 
will continue to disseminate thinking 
on this important subject—as it has 
delineated, outlined and publicized 
other subjects of major importance in 
the last three years. 


Tur re-education of Americans 
for today and tomorrow .. . the 
acknowledgment of responsibilities 
and opportunities... the significance 
behind the spot news, the clarification 
of issues, have been the bread 
and butter of our editorial content, 


LD 
LLACE |" 


the duty roster of our contents page. 

The American Magazine is proud 
of the fact that it has been able to 
interest more readers in more serious 


subjects than any other magazine of 


large, national circulation . . . the 
increased readership, risen response 
and greatly augmented circulation is 
further evidence of the type of audi- 
ence The American Magazine has 
accumulated—the “‘people who give 
a damn.” From such an audience, 
advertising gets more attention, in- 
terest and action... and the national 
advertiser fortunate enough to be in 
this magazine this year has _ the 
assurance of addressing the large 
minority who make public opinion 
as well as volume sales . . . wh 
constitute the best possible target fo: 
a good idea and a good product 
today and tomorrow. 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK. 


/ 


hs 
\"Yyeettom “ # Ve 


This is the first of four spreads to appear in The Saturday Evening Post, dramatizing the Four Freedoms as illustrated by 
Norman Rockwell and interpreted by famous authors. The government will make use of the paintings and texts in a wide- 
spread promotional campaign directed to countries throughout the world. (Story on Page 31.) 


NEW METAL-SAVERS ADOPTED SERVICE WOMEN FETED 


The new glass containers for Johnson's paste wax and Borden's Hemo are shown 
with their predecessors, which have been given up to save critical metals. Con- 

tainers and closures were made by Anchor Hocking Glass Corp. Coumsniion of the Wenes, Wases and 
Spars were guests of honor and featured 
speakers at a recent meeting of the 
Boston Advertising Club which paid trib- 
ute to these women's auxiliary serv- 
ices. Left to right are Mrs. Jeanne 
Ambuter of John C. Dowd, Inc., Lt. 
Comdr. Mildred McAfee of the Waves 
and Lt. Comdr. Dorothy Stratton of the 

Spars. 


LAST MINUTE NEWS ADDS TIMELINESS 


... AND TM GOING TO DO IT THE PATRIOTIC War! 


oe ene me ree 


THE AIRLINES OF THE UNITED STATES 


A18 TRANSPORT GETS THERE FIRST «= -PASSENOERS man... aoe onpenss 


a “Winning the war is everybody's task today' And to help 
b with the winning. many a perennial visitor to this Lertified- 
Cimate®vacationtand must remain close to his own home 
front for the duration. if this 1s your plight, nevermnd! 
——- xs When the Hitler-Hirohito holocaust is a has-been .when 
troop trains and air cargoes need no longer take precedent 

you ll find Phoenix and the Valley of the Sun, and the 
ageless timeless glowing desert surrounding them waiting ‘ 
to give you the happiest vacation you ve ever had! y ' 
game. 4 _ 


ee ee ne 


» ix Arizonz 


For bree. protusely Mustrated booklet and certograph map, write 
Valley of the Sue Club, 627 Chamber of Commerce Bidg . Phows« 


This is typical of wartime advertising copy used by Phoenix's Valley of the Sun 
Club but, in spite of its negative appeal, hotel and resort owners are enjoying a 
boom season. (Story on Page 6.) 


‘GREATEST MOTHER' APPEAL FOR RED CROSS 
The . 


Createst Mother 


in the World« 
\ 


WAR FUND 
1943 


# 
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The outdoor advertising industry's contribution to the 1943 Red Cross War Fund 
campaign is this full-color, 24-sheet poster, designed by Lawrence Wilbur, which 
will appear during March on 17,000 boards, coast to coast. 


INSPIRATIONAL APPROACH 


: Think What Pe 


, »wer Hath Done 
£- SSS: ee 


These two advertisements, being used by J. |. Case Co., Racine, Wis., combine 
inspirational messages, which get the bigger play, with advice on care of tractors 
for prolonging their efficiency, and a plea for “lend-lease at home'"—lending or 
renting machinery to farmers. Western Advertising Agency handles the account. 


LEADING CANNERS URGE PUBLIC TO REAP ITS OWN HARVEST 


i How to grow our own Peas 


e002 e080 “ 


Why the canners of Green Giont 1-PLANTING 
Brand Peos ere running thi od 


te 
Ps 


= 


SEND FOR THIS BOOKLET TODAY 


The Grows me Semwre 


aa 


— 4g Pow 


—_— Green Giant Brand Peas 


epared previous to announcement of the President's Casablanca conference, 

5 full-color page, scheduled by the Air Transport Association for March issues 

general magazines, benefited in timeliness by the addition of a few last-minute 
changes which brought the copy up to date. 


Two canners who are urging consumers to stretch the food supply by growing their own are California Packing Corp. and Minne- 
sota Valley Canning Co. The Del Monte copy, breaking in newspapers from coast to coast just before point rationing starts, 
calls for enlistment in the “Save the Surplus” program. The Minnesota Valley advertisement, scheduled for the March 8 issue 
of Life, gives explicit directions for growing peas, and offers a booklet containing further details. McCann-Erickson is the 

agency for Del Monte, and Leo Burnett Co. handles the Minnesota Valley Canning account. (Story on Page 20.) 
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The new newspaper 
situation in Chicago 


JANUARY, 1943, FIGURES 


The combined gain of all five Chicago papers 
in total display advertising was 108,833 lines. 
The Sun alone had a gain of I01,405 lines — 
93-2% of the total™. 

The Sun with a total of 669,579 lines of 
advertising in January had the biggest per- 
centage gains of any Chicago newspaper in 

Total linage 
Total display 
Retail display linage 


Department store linage 


National advertising linage** 


The new newspaper situation in Chicago is 

that now fwo papers are required to cover 

the morning field adequately—or with The 

Chicago Sun alone a tremendous impact can 

be made with a relatively small expenditure. 
* * * 


Because of transportation difficulties we urge you to for- 
ward orders and plates as far ahead of time as possible. 
This will help to insure making insertions as scheduled. 


_ THE CHICAG 


CHICAGO’S MORNING TRUTHpaper 


: i 


THE BRANHAM COMPANY, National Representatives: * Source: Media Records 


. . 4 * e , =e . - > ~ . . . s ™ ° ] 
Atlanta, Charlotte, Chicago, Dallas, Detroit, Kansas City, Los Angeles, Memphis, New York, St. Louis, San Francisco, Seattle. ** General, automotive and financta 
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